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Instructor(s): Pedro Oliveira  Max. Number of Students: 8 
 
 
Seminar Description: 
 
The companies are facing a reality where entire generations of the consumers are digital natives. 
They are more likely to likely to share their frank opinions online than in a traditional focus 
group.  ‘Netnography’ is a qualitative research approach developed by the anthropologist Robert 
Kozinets that offers managers an ability to gather valuable insights from these consumers.  
 
Netnography uses data ‘naturally’ found on the internet (blogs, social network pages, consumer 
forums, reader’s columns, etc.) with a view of feeding brand strategy and innovation, generating 
news ideas for advertising, aligning communication with consumers  and/or contributing to brand 
extensions and new product development.  As a qualitative research approach, you have to open 
yourself to the challenge of working through people’s stories and online behaviour rather than 
numerical data sets.  A strong level of writing proficiency in English is advised.  
 
Here are some examples of things you can do with netnography :  
 

a) suggesting new strategies for positioning and product development (see bibliography, 

references 8 and 10);  

b) learning about gaming culture with the goal of understanding consumer’s  experience 

(see bibliography, reference 3);  

c) learning about a specific online community to understand its culture and gathering 

insights for communication alignment (see bibliography, reference 6);  

d) learning about the consumer/tourist experience across the board (see bibliography, 

reference 1).   

Students start by picking a brand, product or service with significant social media presence. After 
identifying a particular problem or research question connected to it, students learn to curate 
down internet searches, collecting and analysing data in relation to their problem. Each thesis 
must end up with a set of strategic recommendations for their chosen brand, product or service.  
 
Previous students have worked on themes such as the health and nutrition industry (the case of 
‘superfoods’), artificial intelligence (online meanings and implications), online conflict in gaming 
and sports (recommendations for conflict handling and other implications) and backpacking 
practices & online experience. Here are some  examples of what previous students have to say 
about the course :  



  

 
"The course is very interactive and well structured. During the lectures, I've got an instant 
feedback from the professor and classmates on my work, which was very helpful. Netnography is 
perhaps the most practical research methodology I have encountered and I have no doubts that it 
will be even more popular in the future. I am beyond satisfied with my choice and I would 
recommend this seminar to everyone, who is looking to write their dissertation by using a modern 
qualitative research methodology.", Sona Valová, masters research on the health and nutrition 
industry  
 
“Digital Consumer Insights is a dissertation seminar that will teach you how to understand 
consumers and their interactions in an innovative way. (…)As a seminar it taught me how to ask 
the right questions, take a step back from my own pre-conceptions and let the consumers tell 
their views, stories and guide me instead. What is particularly valuable in this seminar is the fact 
that it allows for exploration into a multitude of topics both of academic as well as managerial 
importance. While learning the methodology is challenging in the beginning, it is a worthy pursuit 
for any student contemplating a career in marketing.”, Lucas Franieck, masters research on the 
gaming industry    
 
"The internet transformed into a space that has become tremendously important to look at when 
making decision (…).  I chose the dissertation seminar „Digital Consumer Insights“ to learn how 
to extract the useful feedback and implications from online discussions about a certain topic that 
can empower myself, a company or even society. During the course, you will learn and apply the 
methodology used to analyse online communities and transform findings into useful strategy and 
action steps. You are about to learn a highly relevant skill in a never-before-seen online-
connected world. I can only highly recommend this seminar.", Julian Schmidt, masters research 
on Artificial Intelligence  
 
 
Remote Attendance : There is no option of remote attendance for this seminar.  
 
 
_____________________________________________________________________________ 
 
SeminarContent: 
 
The seminar is build around peer and supervisor’s feedback by mixing individual and group 
sessions. Throughout, students present their work in a group, comparing and discussing ideas, 
questions and data interpretation. Each session involves completion of a task for which feedback 
will be given in the following session. Attendance is mandatory.   
  
Group and individual sessions will focus on the following themes: 
   
Understanding Online Culture and Online Communities   
Netnography: Definition, Methods and Uses   
Netnography Case Studies   
Planning a Netnography: Defining a Research Problem   
Collecting and Analyzing Data   



  

Ethical Considerations in the Practice of Netnography    
Writing and Presenting Data 
Creating Innovation through Digital Insights  
 
_____________________________________________________________________________ 
 
SeminarObjectives: 
 
1) Preparing students to writing a dissertation on a topic of their choosing using an approach 
rooted in netnography ;    
2. Conducting an adequate literature review to frame the chosen research problem;    
3. Learning to collect online data ; interpreting and evaluating relevant social media data in the 
conduct of netnography;   
4. Learning to use marketing frameworks to identify relevant problems, understanding the 
contexts underlying those problems ; balancing competing priorities and points of view in devising 
a solution;   
5. Learning to apply netnography as a practical management tool   
 
_____________________________________________________________________________ 
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____________________________________________________________________________ 
 
Biography: 
 
 
Pedro Oliveira is a PhD anthropologist (Brunel University) with training in clinical psychology 
(Coimbra University), working in the intersection of theory and practice across several areas of 
consumer research. His main focus consists in bringing qualitative methods and cultural analysis 
to consumer research. As an individual worker or an agency worker, Pedro has consulted for 
companies like Sonae Sierra, Oni Communications, Esporão Wines, Critical Software, Novabase, 
Honda and Serco. In parallel with his activities as a corporate researcher, Pedro works as a 
clinical psychologist in private practice. 
 
 
_____________________________________________________________________________ 
 
Contact(s) and Office Hours: 
 
Pedro Oliveira   
Email: PedroOliveira232@yahoo.com 
 
_____________________________________________________________________________ 
 
Schedule: 
 
Session I, 12/09/2019, 9.30 – 11.00h  Content: Instructor  Presentation. Module Introduction. 
Definition of Research Problem and Research Universe  
  
Required Work: by 17/09/2019 – send dissertation topic and initial definition of Research 
Universe (by 18.00)    
 
Session II, 19/09/2019, 9.30-11.00h   
  
Content: Literature Review & Feedback on previous assignment  
 
Send first draft of literature review by the 26/09/2019 at 18.00 
 
Session III  
  
Contents: Individual Meetings on the week of 30/09/2019 (one hour per student, face to face or 
skype).   

mailto:PedroOliveira232@yahoo.com


  

  
 
Session IV, 10/10/2019, 9.30-11.00h    
  
Contents: Methodology: Feedback on Previous Assignment - Storying and collecting 
data/Fieldnotes - Ethical Considerations & Writing up a methodology summary   
  
Session V, 17/10/2019, 09.30-11.00  
  
Contents: Making sense of data: grounded theory and cultural analysis  
  
Required Work: Sending a thematic network of main themes identified at this point & sending a 
methodology summary, until 24/10/2019    
  
Session VI, 31/10/2019, 09.30 – 11.00   
  
Contents: Making sense of data (cont.): articulating theory, fieldnotes, themes and research 
universe   
  
Required Work: Submit maximum 10 pages of written material based on netnographic fiednotes 
integrating theory, analysis and consumers’ data gathered on the internet  until 07/11/2019   
  
Session VII, week of 11/11/2019, individual supervisory sessions, one hour per student (face to 
face or skype) 
 
Session VIII,  21/11/2019, 9.30 – 11.00h  
  
Contents: Conclusions, Limitations and Final Recommendations  (maximum 10 pages)  
  
Required Work: send final chapter by the 28/11/2019, 18.00h   
  
Session IX, Week of 02/12/2019 – individual meetings (one hour per student, face to face or 
skype) / Recommendations for Presentation 
 
 
 
 
_____________________________________________________________________________ 
 
Deadlines: 
 
The full list of dates and deadlines can be consulted here. 

https://www.clsbe.lisboa.ucp.pt/about/services/masters-student-affairs/dissertation/dissertation-deadlines

