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Abstract

As customers are becoming increasingly connectebetonternet, this means that they are availateohfline
interviews, thus opening up a space for investigatesearch methods, especially qualitative rebgancan
attempt to identify how to adapt data collectingtinments to the so-called “connected customer. énathis
context, the focus of this article is on the apgtimn viability analysis of the laddering techniqused online and
in real-time chat by asking the following questidWhy caipirinha?”. Conducting online in-depth interviews
through the MSN Messenger and Skype (the most carlynased chat tools in Brazil), 23 attributes, 22
consequences and 13 values were identified, reguitii133 ladders, 71 of which reached the valuelldlong
with friends/mates, Integration, Entertainment @, in addition to Alcohol, Insouciance/ relaxatiand
Pleasure constitute the most frequent ladders. &oimg the application itself, the participants gauositive
feedback, even though some of them did not feddfsat because they became tired. Conveniencecilig,
disinhibition, easy scheduling and flexibility weidentified. The viability of online in-depth inteéewing via
real-time chats was confirmed, raising the questibthe possibility of it achieving other qualitati research
techniques.

Key words:. qualitative research; laddering technique; oniiizechat interviewing; consumption experience of
caipirinha.
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Introduction

The use of qualitative methods has gradually beéensified by marketing researchers. As
Malhotra (2006, p. 156) noted, there are severasames for doing qualitative research; “values,
emotions and motivations situated in the subconscievel are covered to the exterior world by
rationalization ...In these cases, the best way to obtain the deisifednation is through qualitative
research”.

One of the main means of qualitative data collectgthe in-depth interview and, among its
techniques, the one that has most attracted teatiath of researchers in recent yearsagdering
which, based on the Means-End Theory, presents@stipning line that goes from the features of the
products to the consumer’s features. The ladddgognique offers a way to investigate consumers’
profound and underlying psychological and emotianetivations that affect their buying decisions”
(Malhotra, 2006, p. 164).

The leading actor of this scenario, is the MarlgtBcience Institute’s so callesbnnected
customer in its guideResearch Priorities 2006-2008which described research topics identified by
the institute’s corporate sponsors as those that meguire academic study. Today’s consumers are
increasingly connected to their suppliers and cditgue, to each other and to third-party informatio
providers. That is why it is said that thennected customer’sera can change the paradigm of the
effective marketing strategy (Marketing Sciencetitage [MSI], 2007). Thus, some topics emerge
from this newera; among them there the connection of innovatiorhwgitowth, to which, “at the
development level, customer insights are needetfite innovation and product and service design”
(p. 3), and the connection of customers with cormggmemphasizing that “companies are interested in
discovering new ways to create and sustain emdtaumaections with the brand” (p. 4).

In the group of items that deserve considerabénttin, according to the Institute, there are the
marketing research tools and the following sub-#dm 7): the role of social networks in consumer
decision making; cognitive science applications foarketing research; prediction markets as
alternatives to traditional marketing research. Tatler sub-items are counted as the most distinct
ones for this study: the use of virtual worlds dnrnet-based marketing research. This is because
the connection the Institute writes about is iniféet, if not given, by the Internet that thus bews a
fundamental element for this study development.

In communion with the exposed context, authors agiann and Stewart (2004) indicated
that conducting qualitative research via the Irgeremains a relatively unexplored action. Accogdin
to Comley (2002), researchers have been acceptiligeoqualitative studies at an easily noticeable
slower pace than quantitative online studies. Adicmy to Parasuraman and Zinkhan (2002),
qualitative research (focus group and in-depthriteg) conducted via Internet is a methodological
area that deserves a systematic study. For thebersuthe Internet facilitates the conduction of
gualitative research in a more convenient and géffeevay than when the same research is carried out
through conventional means. Moreover, Primo (2@tphasizes that chats offer an environment for
real-time free discussion which can be used initgizle research. He notes that through chatsr4inte
agents get changed by one another while buildingjadion; they debate diverse subjects at a speed
similar to a face-to-face dialogue” (p. 10). It ctrerefore be observed that there is a positive
interaction between the chat participants.

As customers become increasingly connected to ritexniet, they are more available to be
interviewed online. This means that a new spacavalable for investigating research methods,
especially qualitative ones, in an attempt to idgritow to adapt data collecting instruments tathi
new scenario. In this context, the focus of thisckr is to analyze the viability of applying the
laddering technique used online and in real-timat.cAlthough there are papers that have dealt with
the laddering technique in a web-based format usiagexchange of e-mail messages (Ribas & Lima,
2008), no previous account of web-based chat iil@img has been found in the literature. To aid in
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this analysis, the following question was askéfiat is the value of the consumption experience of
caipirinha using the web-based laddering technique via chat?

The answer to this question was helpful in achigthre aims of this article. The consumption
experience ofcaipirinha was chosen as the object of analysis based orh@émcteristics. As it
constitutes a symbol of Brazilian national identitystrengthens the reach of means-end chains as a
whole.

Having become part of the national identitgipirinhasare present in almost every Brazilian
social act and are very well accepted by foreigmists. In 2003, the Brazilian government issued a
decree (n. 4.851) in order to guarantee the imtieiéd property of the namé&xachaca(a distilled drink
made from sugar cane) a@aipirinha (Decreto n. 4.851, 2003). The fame of tladpirinha is echoed
internationally. In Germany, for example, the driikin first place among cocktails made with
distilled liquors.Caipirinha thus has an important role in th&l publicity (it is a feminine noun in
Portuguese) oftachacaabroad. When inserted into this scenario, the cqopsion experience of
caipirinhaas the object of analysis becomes considerablyctitte.

This article is divided into six parts: the follawg section presents the theoretical basis for the
study. In the first section, the methodological geedings are exposed. The second section of the
article contains data analysis and in third sectio@ results are discussed. In final section the
considerations are given.

Theoretical Basis

In order to analyze the online laddering technigige chat in an objective manner, it is
necessary to comprehend the technique in its iwadit context, including the vision of value to the
customer, a fundamental assumption in the useigfeichnique. The related literature is reviewed is
this section, constituting the basis of this stadg its empirical investigation.

Value to the customer

Value to the customer is one of the marketing contt that better approaches the attempt to
grasp the customer’s preferences. The tealne presents a broad concept, arising from severalsfie
of knowledge such as Economics, Business AdministraPsychology, Sociology and Ethics, among
others. Rokeach (1973) presented a socio-psyclualogpproach to the concept, in which values are
related to end states of life (the objectives argdts we live for). He separates values into tesimi
values, such as freedom, safety, pleasure, hagpireesl instrumental values (connected with
behavioral standards), for example, happy, couagemdependent, accountable, generous. In this
perspective, value is defined as a belief that sevags of behaving are socially or personally
preferable to an opposite situation (Rokeach, 197&ble 1 presents both the instrumental (modes of
conduct) and terminal values (end states) propbgdtbkeach.

Table 1

Rokeach’s Research Instrument on Values

Terminal Values Instrumental Values
A comfortable life Ambitious
An exciting life Broad-minded

World at peace Capable

™S o v 8~ e~
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Table 1 (continued)

Terminal Values

Instrumental Values

Equality Cheerful
Freedom Clean
Happiness Courageous
National security Forgiving
Pleasure Helpful
Salvation Honest

Social recognition Imaginative
True friendship Independent
Wisdom Intellectual

A world of beauty Logical
Family security Loving
Mature Love Obedient
Self-respect Polite

Sense of accomplishment Responsible
Inner harmony Self-controlled

Note. Source: Rokeach, M. (1973Jhe nature of human valugsp. 355-361). New York: The Free Press; Shettidtal,
B., & Newman, B. (2001)Comportamento do cliente: indo além do comportameist@onsumidoip. 345). Sdo Paulo:
Atlas.

Since the 1980s, the concept of value to the cumtdras been increasingly considered in the
literature on marketing and consumer behavior €8ity 2003), in which this approach goes beyond
the mere economic factors, as they seem insuftit@@rcomprehending the reasons why an individual
acquires or uses a certain product (lkeda & Veldd@liveira, 2004). According to Flores (2007),
viewing the approach from all the definitions oflue demonstrates some aspects of consensus and
some aspects of differences in the bases for denstanding. For Zeithaml (1988), perceived vatue i
the general assessment made by the customer ufiliheof a product based on his/her perceptiohs o
what is received and what is given.

Holbrook (1999) emphasized that value constitutemteractive relative preference experience
concerning the evaluation of an object by an imtliei. This author says value can exist in a
consumption experiencee., value lies not in the acquired object or in tt@sen brand but in the
experience derived from them.

Woodruff (1997) suggested a hierarchy where theoowsr's desired value is composed of
preferences for specific and measurable dimengemsalled attributes). The performance of these
attributes and its consequences are linked tobfectives of the product-use situation. Consequence
are situated in the intermediate level of the hra and can comprise positive or negative
considerations. Finally, values are at the uppezlland can be characterized as a customer’s pdrson
values, which motivate him to use a certain gooseovice.

Means-end chains and the laddering technique

The Means-End Chains Theory pays special attembiamderstanding consumer behavior and
perceived values related to the attributes of gaudiservices (Gutman, 1982). According to Veludo-
de-Oliveira and Campomar (2006), the Means-End rCtiedory presents a value hierarchy, in which
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(psychological and physiological aspects of thessaawhy a product is important) and values (a
person’s main objectives in life) producing a chaior ladder - of means and ends.

The origin of the theory is explained by Gutman82P® means are objects (products) or
activities people engage in, whitmdsare valued end states, such as happiness, seandtgense of
accomplishment. So the core of the theory liesuistamers’ choice of actions that produce desirable
consequences and minimize undesirable ones. The# ashsumption is an opportunity for customers
to obtain desirable consequences, derived fromirttvidual's values. As lIkeda and Veludo-de-
Oliveira (2004) remarked, the attributes of theduiet are theneansto reach arend, a value.

Ikeda and Veludo-de-Oliveira (2004) stated thatl#uelering technique emerged as a tool for
trying to understand the meaning of certain behaviand has been used in marketing and
management to investigate an individual's opini@igtudes and beliefs. It has been recommended in
research that deals with value to the customerrdowp to the Means-End Chains Theory. The
laddering technique is intended to access the imhgis’ personal system of meanings. It is an
essentially qualitative technique that demandsattibns from respondents.

Reynolds and Gutman (1988) defined laddering asinadepth individual interviewing
technique, used to comprehend how customers ttangla attributes of products into associations
with meanings related to themselves, in a Meansé&mins Theory mode.

Figure 1 shows a complete means-end chain — aradads wine consumption. Originally
exposed in Reynolds and Gutman (1988), it is coeghas one attribute, two consequences and one
value, and represents to customers that less dl@iwids drunkenness, helping in socialization
processes and, finally, bringing to customers a&emh belonging to the group.

Table 2

Example of Laddering on Wine Consumption

Value Sense of belonging
Consequence 2 Helps in socialization
Consequence 1 Avoids drunkenness
Attribute Less alcohol

Note. Source: Adapted from Reynolds, T., & Gutman, 98@). Laddering, theory, method, analysis, andrjméation (p.
16).Journal of Advertising Research, (28, 11-31.

Another perspective comes from Young and Feigin7$)9where chains are composed of
benefits - functional, practical and emotionahkid to the attributes of the product. An interatien
for the consumption experience a#ipirinha can be made (Table 3) for a better understandirigi
perspective.
Table 3

Example of Young and Feigin’'s Benefits Chains Magigblied tacaipirinha consumption

Product Attribute of the Functional benefit  Practical benefits Emotional beefits
product

Caipirinha Fresh limesgachaca A better taste « | enjoy the liquor * | have more
ice and sugar, all « | get cheerful pleasure drinking
together « | feel happiness

Note. Source: Present Study.
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In the sequence above, the indication of elemeséted tocaipirinha begins with an attribute
of the product that produces benefits ranging frimmctional to emotionalj.e., all elements are
connected in cause-effect terms, making the ladgemalysis possible.

The laddering analysis

For Reynolds and Gutman (1988), the laddering aislis the most traditional method of
obtaining means-end chains. In addition to guidirimary data collection, the laddering also invalve
procedures for data analysis and interpretatiore [Bdldering interview depends essentially on the
interviewees’ answers in order to go further, drelquestioiWhy is it important? is used as a point
of reference.

The steps involved in this method can be taken fRaynolds and Gutman (1988) and Gengler,
Klenosky and Mulvey (1995) and summarized as fatow

. Data conversion into separated sentences, follomedtentification of the elements that better
represent concepts mentioned by each respondevitinally;

. Content analysis of the selected elements;

. Development of a set of codes that summarize caésiceiph similar meanings, which results in a
gquantitative evaluation of all the pair wise asations, so-called implications;

. Representation of the main implications in a diagréhe Hierarchical Value Map (HVM).

Ikeda and Veludo-de-Oliveira (2004) reported tha faddering technique is carried out
through personal and individual in-depth intervieimswhich the interviewee’s behavior is abstracted
in a way that allows the identification of existiligks among attributes, consequences and valoes. |
laddering interview, respondents are encouragecepgated and interactive questions to further the
discussion on the attributes, gradually indicatiogsequences and personal values. The researcher
leads the respondent to abstraction by questiomihg a certain attribute (or consequence) is
important. Questions such as Why is that importaWRat does that mean to you? and What is the
meaning of this product that lends (or does nodl liénthis attribute? are repetitively asked witte t
intention of forcing respondents to express conseces derived from attributes and personal values
raised by these consequences (lkeda & Veludo-desitdi, 2004).

The analysis process begins with a careful readfrdata in a search for parts of the text that
reflect the core aspects of the interview. For epalt of the text a representative sentence is
identified; citations with the same meaning areugexd together and considered a single sentence.
After dismembering the rough data, their elemenéscategorized into attributes, consequences and
personal values, resulting in a collection of eletedkey words) related in an A-C-V sequence which
briefly express the individuals’ reasoning. In #rel, there are many A-C-V sequences. It is importan
to emphasize that it is not always possible to inbtaeans-end chains from all the interviews.
Reynolds and Gutman (1988) argued that it is uthetl up to one fourth of the total number of
interviews do not develop ladders. On average, jitassible to identify from 2 to 3 A-C-V sequences
from 75% of the respondents (Dibley & Baker, 20R&ynolds & Gutman, 1988).

Next, the identified elements are codified by nurmgethem, starting from the elements at the
lowest level of the chain (attributes). AccordimgReynolds (1995), content analysis is an intevacti
task in which the analyst can codify data and comjseparate, eliminate or create new categoliies ti
(s)he feels an optimal solution was reached. Thiereault is summarized in a table containing the
main elements gleaned from the interviews, categdrand codified in the value hierarchy.

The construction of the implication matrix is thébsequent stage. All elements selected in the
previous steps are allocated into the lines andnas of a numerical table considering their codes.
matrix is formed by countinag the number of timesnednts lead to each other (on a ladder, which
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relations of adjacent elements appear to the fafteodecimal point and indirect relations to thght).
It is necessary to analyze all the ladders obtainemtder to classify and count the existing relas
(Ikeda & Veludo-de-Oliveira, 2004).

The proposal of this method to graphically reprédba obtained chains in the Hierarchical
Value Map (HVM), which provides an easier interptin of a group of consumers’ values and the
recognition of the strongest and more relevantiogla and chains for understanding the phenomenon
(Reynolds & Gutman, 1988).

Methodological Proceedings

For the purpose of verifying the application vidlibf the laddering technique used online via
chat, data collection was carried out in real tinmea virtual environment and in a written mode
through instant messages sending software. Ontiols have been called “the fourth revolution in
communication and the production of knowledge” (éad as cited ifMann & Stewart, 2004, p. 3),
for providing qualitative researchers with attreetopportunities.

It is, perhaps, surprising that the suitability toé Internet for conducting research remains
relatively unexplored. While there have been soemdydnitiatives in a quantitative research

setting, there has been little systematic analyssow the Internet might be incorporated into
gualitative research practices (Mann & Stewart42@0 4).

In this sense, the authors note that qualitativeearchers that utilize computer mediated
communication have been proceeding with few prattic theoretical guidelines. This factor was a
determinant of this study’s production initiative.

Sampling proceeding

This study counted on a non-probabilistic convecgersample for its easier operational
implementation and low variation in population (Maira, 2006). According to Malhotra (2006),
convenience samples can be used in exploratorgn&séo generate ideas, intuitions and hypotheses.
Homogeneity is of great importance in this studgehese the more uniform the sample, the lower the
probability of intervenient or strange variablesrfiuence the end results.

The sample was composed of Master's Degree andsRid2nts from a Brazilian university.
The interviewees had the following features in camnthey were aged 20 to 45, were consumers of
caipirinha (and/or its variations), having drunk it withinetliour months prior to the interview (in
order to make it easier for respondents to remermigations) and they all had access to Messenger
(MSN) — instant messages sending software thatbeafieely downloaded on the Internet — and/or
Skype, a transmission technology tool for delivefryoice communications over the Internet (VOIP).

The population was carefully selected in order takensure that the subjects were already
familiar with online environments and were skillgghists, since many Brazilians have no access to
the Internet and have no knowledge or skills whe&oimes to using communication tools via the web.
Both Microsoft's Messenger MSN and Skype are thetnutilized tools in Brazil with 30.5 and 3.8
million users, respectively (Felitti, 2007).

To ensure that the respondents would take paherstudy, aaipirinha kit was raffled among
the interviewees, containing the ingredients andparatus for preparing the popular version of the
liquor (limes, sugarcachaca a pestle, a glass, a chopping board and a kaifdhe end of the
interviewing phase.
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Data collection

Data collection was based on the laddering tecleniguing individual semi-structured in-depth
interview in the online chat mode. The interviewigicwas tested by carrying out 2 interviews
through Messenger (MSN), which resulted in improgata to the script, especially concerning
particular characteristics of the object of studye consumption experience ohipirinha. All
interviews were in Portuguese and conducted bdtitieors of this paper.

It was a three-part script. The first part was nidied to make sure the interviewee really
matched the description given above in subsectamping Proceeding. Part 2 contained a series of
semi-structured questions on the consumption eaipeei ofcaipirinha. The last part served to check
both the interviewers’ and the respondents’ satigfa with the applied format (via online chat).
Interviewers also had to note how long the intewteok. It was already known that transcription
wouldn’t be necessary since the chosen web toolenitapossible to copy and paste the whole
conversation in a Word for Windows file.

The data collection itself took place between Nobem2d' and December 17 2007. The
confidentiality of the data was guaranteed and eote weight to the academic purpose of this study
in all interviews.

Results

Data analysis and interpretation were conducteiddisated by Reynolds and Gutman (1988).
It is important to note that the laddering techeidormed the data collection, codification and
categorization model and also a results presentatmde in this study. No specific software was used
data analysis was conducted manually, since aatapted to Internet-based interviewing and to its
typical language was unknown to the authors ofdttisle.

The following subsections present the profile af thterviewed sample, demonstrate the steps
taken to analyze and interpret the detected laddées participants’ perceptions of the application of
the web-based chat format are given in the sections

Sample’s characteristics

Ten individuals were interviewed. Although there auggestions in the literature as to how
many respondents to question in a quantitative mmreasentof means-end chainse., approximately
30 (Hofstede, Audernaert, Steenkamp, & Wedel, 1988) decision to use 10 was reached after
achieving the theoretical saturation of responfiexiao the identification of repeated and comglet
A-C-V chains, enabling an analysis of the viabilifythe application in the tested format (web-based
chat laddering), the focus of this article.

The average age of the sample population was 26né&danade up 40% of the sample, while
men accounted for 60%; 90% of the respondents aigtévls Degree students and only 10% studying
for a PhD. Concerning internet communication to83% of the individuals were interviewed using
Messenger (MSN) and 10% using Skype. Both of thastare frequently utilized by the whole
sample. The average data collection time was 58itesn

Data analysis and interpretation

For content analysis, each researcher carefullyyzex one by one the transcription of all
interviews (s)he conducted in search of componehtkee chain. Afterwards, all the authors together
created a consolidation chart in which each ond®klements with a similar meanina is detected and
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values were identified. Tables 4, 5 and 6 show g@kesnof the categorization and codification of
values, consequences and attributes respectively.

Table 4

Examples of Categorization and Codification of Deteted VALUES

Code Category Description

46 True friendship  Our friendship grew strongenf dbhaving dear friends around you that moment
/ Friendship/ It brings friends together

49 Happiness Possibility of being really happy,haiit any sign of sadness/ That we always
keep ourselves delighted and happy / Sense ofaarnsappiness

52 Pleasure Pleasure (to make the most of lifespted / Thoughts that this moment is worth
having / Feeling good ‘cause it makes pleasure ¢etmp Pleasure for my taste

Table 5

Examples of Categorization and Codification of Deteted CONSEQUENCES

Code Category Description

25 Pleasing to the taste | like the taste of thedi/ Satisfaction of having a drink / Appreciatg i
taste/ Because it is better for my taste/ Tasty

32 Entertainment To get entertained/ Not feelingatpEven more entertained/ It makes people
set themselves free

34 Insouciance/ Insouciance/ Relaxing moment/ Not feeling worri¢@u forget about your

relaxation problems and about stress / Having no worries/flhee is not stressful
37 Integration To integrate the group/ It makesinljv together easier/ To fraternize/

Membership/ To interact/ It is a socially favorabitiation

Table 6

Examples of Categorization and Codification of Deteted ATTRIBUTES

Code Category Description

01 Alcohol Caipirinha (alcohol)/ Alcoholic beverage/ Alcohol Content/cahol/ It is
a strong drink

06 Heat/ summer Hot weather/ Summer/ Heat/ Sun/kseasons/ Spring/ On a hot summer
day/ The weather (a hot day)

08 With friends/ mates Drinkingaipirinha with friends/ Mates/ Friends meeting/ To be with
your friends/ Having the company of friends is faméntal for
caipirinha/ It is a liquor to be drunk with friends

13 At parties/ bars/ night club®arty/ Bar/ At a night club/ Carnival/ Slumber est Pubs/ Celebrating
moments / Public holidays/ Christmas and New Yeave

With the categorization and codification done, tfega were compiled and validated by the
interviewers. For each interview, a table of laddand the implication matrix were built. Data
analysis resulted in 133 ladders identified, of akh¥v1 reached the value level. An average of 14
ladders was found for each respondent and citaticglements varied from 2 to 11. Examples from
the table of ladders are shown below.
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Table 7

Excerpt from the Table of Ladders

Ladder Interviewee Element code

number Number

44 05 16 25 52
66 05 08 27 28 46

The respondents evoked not only concrete attriboftesipirinha but also aspects concerning
the consumption experience, such as physical emwient, climate and even cultural matters, showing
that much more than just a drink or a prodwetipirinha reminds the respondents of the whole
experience itself. Figure 1 below displays the nimgiortant relations in terms of how frequentlyythe
were mentioned.

Insouciance/ = Pleasure (V)
relaxation (C)
Alcohol (A) - Disinhibition (C)

With friends /mates > Fun (V)
(A)

Figure 1. Most Mentioned Relations

Logical and complete ladders (A-C-V chains) wertedied, proving the viability of web-based
chat interviewing. The most frequent ladders aosé¢rshown in Figure 2 below.

e With friends/ mates (and also Company)> Integration = Entertainment = Fun
e Alcohol = Insouciance/ relaxation> Pleasure

Figure 2. Most Frequent Ladders

All the values mentioned except Self-Esteem ands&ef Accomplishment are related to
company (friends/ mates or family). The values Happinesd &ocial Recognition also result from
Company, given that they are indirectly linked bg tonsequences Integration and Good Moments. It
is interesting that Sense of Accomplishment derifresn elements related to concrete attributes,
particularly referring to ingredients and flavor.

A Hierarchical Value Map was constructed considgrati direct and indirect relations. The
HVM is supposed to significantly represent the miaiplications (Reynolds, 1995). The implication
matrix was crucial for the construction of the niegrause the most frequent relations (not ladders)
could easily be identified, and two thirds (67%)as- suggested in the literature - of all existing
relations were covered by the HVM (Appendix).

Participants’ perceptions of the application

Researchers considered the scheduling of the iates\veasy and quick, as there was no need to
come to a definition as to where the conversatiauld take place: asking the respondent the
communication web tool (s)he uses and her/his welact/ address was enough. Thus, without great
moves, defining the date and time was made easieng as the respondent had access to a computer
connected to the Internet.

The interviewees expressed satisfaction with thé-based chat technique. Some of them
praised the innovative approach of this study tkfe..subject... using technology (this Internet-
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to use MSN for this”). On the other hand, althoggtisfied, some respondents said they became tired
(“...sometimes the connection between the questidrecame tiring...”, “Nice, but tiring”).

At the end of each chat, the interviewers had goster their perceptions. Their satisfaction was
not unanimous. The main complaint was the tiredmkess to the long period conducting the chat.
Moreover, they criticized the possibility that thespondents could become distraciesl, lose their
concentration and change focus while being interede

Three positive qualities were pointed out by therviewees when discussing why they liked
the online format:

. Convenience: if it had been a face-to-face intevyi@ respondent said that the schedule would not
have been the most suitable one for him, indicatiag the main advantage of the online format was
indeedconvenience

. Objectivity: when you have to type, you try to ghg main things; | guess | would have said a
million things during a F2F conversation... I'mitilé distracted, like this, it was great for theot of
us... | was objective, but | sent the same mesghgel would if it were a F2F interview).

. Disinhibition: maybe a voice recorder would restrailittle ...; we listen to the other person when
we're typing .

According to the interviewers, online chats had s@dvantages, such as easy scheduling, the
possibility of performing other tasks at the sameet good location (participants do not need tanbe
the same place/town/city/country) and objectivesars.

Participants’ satisfaction and average time arevshia Table 8 below.
Table 8

Participants’ Satisfaction and Average Time of Aqgion

Variables Measures Online format
Average data collection time Average time (minutes) 58 min
Average transcription time (or copy to Word anduatthents)  Average time (minutes) 2 min
Total average time Average time (minutes) 60 min
Satisfied respondents with the format Categorinalaers 100%
Satisfied interviewers with the format Categoriaabwers 70%

Concerning the perceptions of the participants)& lshows their main remarks
Table 9

Respondents’ and Interviewers’ Perceptions

Participants Perceptions

Respondents . Convenience
. Objectivity
. Disinhibition
Interviewers . Easy scheduling
. Location
. Objectivity
. Flexibility

] T LT Y T Y Y Y
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Both interviewers and respondents referredobjectivity. Short answers were given by
respondents after a previous consideration, regidajdime lags between questions and answers. This
objectivity does not mean superficiality given that complet@ders (A-C-V) were achieved and a
coherent and understandable HVM could be built.

Discussion

Freitas, Janissek-Muniz, Baulac and Moscarola (R@8plained that online discussions, such
as chats, efficiently support qualitative reseanch virtual environment. The level of interactiaith
the respondent is enhanced and opens the way fibidimactional dialogues capable of generating
important qualitative data reports, which was aonéd in this study.

Some aspects become clearer in the context ofcapipln of this qualitative research via chat.
Positive qualities stand out in this format: theyean immediate access to the written interviews in
their entirety, with no need to transcribe thenusisally done in the case of voice-recorded, resylti
in time optimization as well as less expenditure resources for recording and transcription.
Regarding MSN Messenger and Skype, they are be#tyfaccessed on the Internet and therefore do
not incur software license costs. Basically, inimng requires access to the Internet, preferably
broad band Internet by respondents and intervievildris was a requirement for the student to be
included in the sample, enabling the use of a zesi-data collection instrument given the already
existing expenses in broad band Internet beforexkeution of this research.

Another advantage has to do with when and wheréntieeviews can take place: all of them
were scheduled at the respondents’ convenience.ndtality offered by the Internet permitted
interviews to be conducted at different times amdlifferent places, outside of business hours, on
weekends and during trips. Therefore, the onliria dallection, even in real time, could be caroed
irrespective of the respondents’ and interviewkrsation. This reduced the time spent moving to the
place of interview and also the need to adjusptrticipants’ face-to-face attendance, since thagtm
be available at the same time in a pre-arrangedalispace but not in the same location. The feat t
it was easy and quick for respondents to schedwde@choose the most convenient and comfortable
location gave them much greater freedom to speaklhis may have helped the researchers to obtain
better results.

The communication tools used online allowed theaeshers to save the interviews as digital
files during the chats, in which the whole convéosa could be checked out whenever the
interviewers wished to remember a respondent’sigusvanswers in order to better explore her/his
perceptions by formulating more appropriate an@éaife questions. The respondents themselves
could also go over the conversation text and meaffior not) their answers later in the interview.
Moreover, in possession of the semi-structuredriiees script file saved in their computers, the
researchers couldopy and pastesome of the questions according to the progredscaarse of the
answers and to the attainment of ladders, makiagntierview easier and more agile.

Among the negative aspects, the long interview temigacts attention, as the online chat
requires both participants’ dedication, reading &mng. Interruptions may occur while collecting
data due to external factors like interference amify members, visitors and phone calls, since
individuals can participate in the chat from tHeames or workplaces. Mann and Stewart (2004) see
interruptions as an advantage because the intezgiedoes not need to stop her/his daily life.
However, it is not possible to be sure that theaadent is giving his full attention to the inteswi.
There are also concerns about his/her line of aega@tion. Furthermore, technical problems such as a
failed or low-speed connection may occur and retstinie interviewing process. In fact, one interview
was interrupted for some minutes by a connectidaréa However, after the problem was solved the
participants were able to continue their chat.
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The interviewers missed body language and tone adevand felt limited by written
communication. A reason for discomfort had to dthwiesitation in choosing the most appropriate
moment to move on to the next question of the v@r script. Quite often it was difficult to idefti
the right moment to cut in on the respondéet, to be sure that (s)he had concluded her/hisdfne
argumentation.

Despite being an outstanding aspect, the languseg in the interviews could not be classified
as positive or negative. Online discourse is kndan containing non-verbal and extralinguistic
behavior exhibited in emoticons and cues suclelastronic paralanguage— e.g, expressiveness,
multiple vowels and multiple punctuation marks —iathhelp to reinforce answers, opinions and
feelings. Shortened words are also very usual im@mliscourse to reduce time spent typing. All of
these items together with typing mistakes were mieseduring data collection and none of them
weaken or directly interfere in the results foundhis study.

Final Remarks

The need to exploit the potential and applicabitifynew web-born technologies in the context
of theconnected customemwas what triggered this research.

The study identified that the laddering techniqae be extended as a practice among marketing
researchers through its application via Web, piiagidhey choose objects of study and sample
profiles appropriate to the peculiarities of theual environment. Based on the MEC Theory and on
the laddering technique, this research focusedromgting the possibility of their adequacy for real
time virtual context and succeeded.

Primo’s notes (2001) were strengthened by the tesblktained: chats constitute a powerful tool
for mutual interaction supported by messaging spedrich was full of intense dialogues between
participants in this study in spite of not beinggibally in touch.

Convenience, objectivity, disinhibition, easy sahiew), location and flexibility were the most
frequently perceived qualities, which means thatdhline format received a good mark, although not
all the participants were satisfied, mainly becaafsiredness.

Academic and managerial implications

From the academic point of view, this paper restéive need to investigate the usage of the
laddering technique and updates it on ¢banected customerin this sense, the study emerges as a
contribution to the previously presented scenariore specifically disclosing the values involved in
the consumption experience adipirinhathrough online laddering in real time. The resafferm the
efficacy of the technique proposed by Reynolds @ntman (1988) since ladders could be built and
an analysis of value was feasible. Moreover, thewnfiomed the viability of online in-depth
interviewing via real-time chats, raising the gqi@stabout its possibility of reaching into other
qualitative research techniques.

Taking into account the fact that Brazilian puliligher education institutions have the infra-
structure needed (computers connected to the kt)erthat many of them lack financial resources,
that their academics — most of them post-graduatiotients — are teaching while people are ableto b
interviewed and that increasing the number of mapeiblished is a matter of urgency (and, thus,
faster research processes are fundamental), dégatiom in a virtual environment does constitute a
very attractive alternative for academia

Regarding managerial aspects, the online via dnatdt can facilitate decision making with the
imnrovvemaent of comnaeatitivie intallinenrcra activiitic®® Advvnamic data enllecrtinn that reaciilfe in Mmare
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information is able to encourage companies to @dir thwn research and also to interact with their
clients, creating a real network.

Online discussion forums can be consolidated a&search tool for practitioners characterized
by low cost, accessibility and nimbleness. In dddjtbeverage companies can make use of the results
obtained in this study and recover the values titiein their promotional strategies, designing them
to offer the market amxperiencein an atmosphere favorable to integrating peo@izen that
caipirinhais a part of the respondents’ social acts, the wopsion experience becomes as important
as — or even more than — the drink itself.

Limitations and future research

This study was concentrated in the application mafdée technique and not necessarily in the
object in question. Observing the analysis of thesamption experience afipirinha, it seems it
could be expanded in search for generalizationtsofasults by adjusting the sampling procedure,
which can guarantee external validity. However, tdiferentiated profile of the sample was a
limitation for this study. Access to the Internadaskill in dealing with chat tools (pre-requisites
carrying out this research) ended up limiting tlaengle when considering age groups, customs,
geographical regions and economic and educatiemal.IMoreover, it is considereccaptive sample
since it maintains a strong intellectual interestrésearch methods and in academic activities in
general. Despite the low-powered results in terfnextrapolation, they are reasonable and sensible
when it comes to qualitative research, in whichuhderstanding of some observations is deepened;
large amounts and statistics are not taken intowatc In this sense, the sample utilized can be
suitably and positively qualified.

A replication of this study is recommended, involyionly foreigners and/or Brazilians that live
abroad to better understand whgipirinha plays thegirl propaganda role of cachacain other
countries and thus increases its exports.

Finally, it would be interesting to add other corgtional tools in the web-based mode such as
microphones or webcams to check whether they dnngito collecting more data from interviewees.
New web-born technologies, however, do not sulistitonventional techniques (this is certainly not
the intention) but there is no doubt that they éase the number of alternatives available to miaigket
researchers. However, these new tools complementctiirent methodological arsenal and are
instrumental in the drive to understand tdo@nected customer era

Received 08 October 2009; received in revised forfr® August 2010.
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APPENDIX

Hierarchical value map
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Figure 1. Online Hierarchical Value Map.




