Chapter 3:

Confronting the “Brandwagon”
“Widely applied in cities all over the world, this cultural branding owes its development to the growing importance of the cultural, leisure and entertainment industries within the contemporary economy, as much for tourist and other visitors, as for the
local population” (Kavaratzis, 2004:15).
Within the framework of the objectives set out at the onset of this research report, it is imperative to now embark on decoding the research methodology used in this study.     

The methodology of any research project is the road-map to the destination of a research report – it sets the plan of how data will be collected, analysed and reported.  It also provides the guidelines upon which the researcher engages with respondents and vice-versa, while taking into account issues of confidentiality, anonymity and other associated ethical considerations.

With the aim of exploring the cultural branding of Newtown and the manner in which existing for-profit and not-for-profit arts organisations are supported or threatened by this branding, a qualitative approach to data collection was used.  The reason for this approach was that a higher quality of data could be collated.  Straus and Corbin (1990) define qualitative research as the production of research findings that have not at all been derived by any means statistical and could not be quantified altogether.  The most common means of acquiring data through the medium of qualitative research is observation and interviews which are most often used to describe groups, individuals or social movements (Shaughnessy and Zechmeister, 1994).  It also gives the researcher an opportunity to probe and expand on certain issues of interest and to recheck responses by way of triangulation.  “Triangulation entails collecting material in as many different ways as possible; this can help researchers to ‘hone-in’ on correct understandings of phenomena by approaching it from several different angles” (Terre Blanche and Durheim, 2004).  It is this method that was used in the research.  
Triangulation as a research method is used to add credibility to the data analysis through the application and adaptation of two or more research methods.  However, it is not only aimed at validation but also at intensifying and broadening the understanding of the subject matter.  A multiple research method also allows for the cross-checking of responses and this adds to the quality of the data collected by decreasing the element of research bias.    

The triangulation of data collection methods chosen for this research project:

I. Semi-structured Interviews

II. A focus group

III. A visual audit of Newtown
I. Interviews

For the purpose of this study, two semi-structured interview schedules were developed – one for the administrators or managers of the arts and culture organisations that reside in Newtown and the other for the managers and administrators of the NCP.  Apart from a few variations (see annexure 1 and 2), the interview schedules were similar.  The interview schedule for the arts and culture organisations focused on the perceptions of the brand; economics; tourism; corporate business in Newtown and regeneration (Annexure 1).  The interview schedule for the administrators and managers of Newtown touched on the domains of development; relations between organisations; economics; tourism and the coexistence of corporate business with arts and culture (Annexure 2).   
An interview schedule is a list of prepared questions that the researcher takes into the interview situation.  The researcher does not administer the interview schedule to the respondent to complete, but uses the questions on the schedule as a guideline to direct the interview and to ensure that relevant information is captured while still having the leverage to prompt the respondent further or to seek additional information on certain matters discussed.  For all respondents participating in this study the responses were captured by note-taking.  At the end of the interview the notes were ratified by repeating the responses to the participant who either elaborated on or clarified certain matters.    

The interview setting also provides an interpersonal form of interaction as it is done in a conversational manner as opposed to having respondents fill in a questionnaire which is impersonal and not suitable to the type of responses required for this study. Respondents were given opportunities to clarify any ambiguities since the researcher engaged in an ongoing conversation with the respondents.  The process of interviewing allows for ‘thick description’ (Geertz, 1973) which is an anthropological term meaning that the information gathered is not just an explanation of an event or phenomenon, but it also contextualises it.  The ‘thick descriptions’ gathered for this study, allowed for the collection of data within a specified context. 
When setting up the interview it was ensured that an appropriate place and time was selected.  The place was important because, firstly, it had to be a neutral space where the respondent would not feel intimidated, disempowered or distracted by the surroundings.  A place that was not busy with activity was also important as the researcher needed to focus on what was being said and asked.  Time was an important factor, as the respondent needed to allocate adequate time for the interview to be completed, including ratification.  The researcher tried to ensure the full cooperation of the respondent without distraction, by either scheduling appointments a little out of office hours, or if it was during work time requesting a meeting for about 30 minutes longer than would ordinarily be needed for the interview.  All considered, there was minimal inconvenience to the respondent as the researcher made every effort to accommodate the respondents and their needs.
For the purposes of this study ten respondents were interviewed.  Six of these were either managers or administrators from different arts and culture organisations in Newtown and four individuals were from different organisations, involved in the management, brand promotion and administration of the NCP.  None of these interviews were tape recorded, in order to ensure that the respondents would not be intimidated by the voice recorder.  The information was captured by note-taking and ratified by reviewing the responses with the respondent after the interview.  The following arts and culture organisations agreed to participate in this study: 
· Market Photo Workshop, founded by photographer David Goldblatt in the late 1980’s.  At the beginning the aim was to provide visual literacy and practical training in photography to young photographers, who were excluded from formal training in tertiary education institutions by the policies of the government at the time.  Since then the Market Photo Workshop has successfully adapted to the challenges of a new democracy and offers short and long courses in photography, facilitating the education of learners in all technical and practical aspects of the medium.  Market Photo Workshop has, for more than 16 years, been training South Africa's photographers and visual poets, and ensuring that visual literacy reaches those neglected and marginalised parts of society.  Currently based at the Bus Factory in Newtown, the Photo Workshop sees itself as an agent of change and representation that informs photographers, visual artists, educationists, students and our communities of trends, issues and debates in photography, and runs two courses in Photography, for about 34 learners. 
· Artist Proof Studios, founded by Kim Berman in 1989.  It is now located at the Bus Factory in Newtown and houses studios for printmaking and courses in printmaking.  In 2000 Kim Berman initiated Phumani Paper which was a poverty alleviation project.  Artist Proof Studios run Learnerships and Skills Development Programmes have about 45 learners per year. 
· Imbali Visual Literacy Project was founded in 1988, as a project of Women for Peace, to address the serious lack of art education in black schooling in South Africa at that time.  Since then, Imbali has continued to develop art education in this country through the training of teachers, the ongoing formulation of curriculum policy and design, their work in museum education, their educational materials and resources, and through the development of visual literacy skills and art-making skills for adult craftspeople and out-of-school youth.
· Moshito Conference and Exhibition was formed in 2004 and established itself as Africa’s premiere music industry event.  Now entering its fifth year, Moshito – as it is known – is focused even more keenly on its objective of broadening the business understanding of music industry professionals in South Africa and the continent, strengthening business networks for participants and informing delegates, traders and the public about the multifaceted and dynamic nature of the global music industry.
· Moving into Dance Mophatong was founded in 1978  by Sylvia Glasser in the garage of her Victory Park home, where she trained youth of all races to dance.  Since then Moving into Dance has evolved into a fully fledged dance company which houses an internationally acclaimed dance performance company and a Learnership in Performing Arts which has 16 learners.  Moving into Dance is located on President Street in Newtown
· Cuhede was established in 2001, mainly to assist both emerging and established artists to find information, assistance and training in all aspects of Management, Financial and other Administrative processes in the Arts & Cultural Sector.  The organisation also runs Learnership and skills programmes in arts administration.
The other four interviews were conducted with managers or administrators from the following management organisations in Newtown:
· The Newtown Management District (NMD) is entrusted with ensuring that each visitor has an exceptional experience while visiting Newtown.  By providing public safety ambassadors (PSAs) and cleaners, the NMD not only provide a safe and clean environment, but also a friendly one.  All the PSAs have been trained to assist visitors with queries about directions and general information pertaining to Newtown.  Funded by the JDA, it is the job of the Newtown Management District to oversee the general maintenance and provide services over and above municipal services.  The result is a space where people want to go because it is beautiful, vibrant, clean, safe and friendly.
 
· Gauteng Arts and Culture Council (GACC) was established in 1998 in order to promote and develop arts and culture within the Province of Gauteng; to determine its powers and duties; to outline the powers and duties of the MEC; and to provide for related matters.  The objectives of the Council are to develop and promote arts and culture within the Province to the advantage of all the inhabitants of the Province, taking the historical imbalances in the development and promotion of the arts and culture into account, as well as to advise the MEC on the disbursement of grants to artists, cultural workers and students of the arts and culture.
· Johannesburg Development Agency (JDA) is an agency of the City of Johannesburg which stimulates and supports area-based economic development initiatives throughout the Johannesburg metropolitan area in support of the Growth and Development Strategy.  As development manager of these initiatives, JDA coordinates and manages capital investment and other programmes involving both public and private sector stakeholders.
 

· Directorate for Arts and Culture Johannesburg.  The portfolio of arts, culture and heritage is managed by three levels of government simultaneously: the national Department of Arts and Culture, the provincial department and the Johannesburg Department of Arts, Culture and Heritage Services.  The Directorate for Arts, Culture and Heritage seeks to promote accessible, dynamic facilities and programmes in the creation of a cultural environment that enhances the image of the city and assists in its regeneration.

II. A focus group
The second method of data collection was a single focus group for the arts organisations that are resident in Newtown.  A Focus Group, as defined by Terre Blanche and Durheim (2004:388), “is a general term given to a research interview conducted with a group.  A focus group is typically a group of people who share a similar type of experience, but that is not ‘naturally’ constituted as an existing social group”.  The rationale for conducting a focus group with the arts managers or administrators is that, as a group with similar interests in Newtown, they could offer a collective reflection on the branding of Newtown.   

Setting up the focus group, comprising the same people interviewed from the arts and culture organisations and a few additional people, was more difficult than the individual interviews, as there were many schedules to take into consideration and accommodate.  It was also a busy time of the year for arts and culture training organisations in Newtown as they were concluding final assessments and were busy with funding close-out reports and the like.  So it took a fair amount of compromise, shifting and changing and eventually a date and time was agreed on, but the process was frustrating.  Here again, adequate time was requested and it was ensured that people were comfortable and in a non-intimidating environment.  A space in Newtown was secured so travel was minimal and it was neutral, ensuring that everybody was on an equal platform.  The information gathered from the focus group was minuted with the consent of all parties on the understanding that no names would be used and the minutes would be circulated for approval.  This request was adhered to and the minutes were approved by all in attendance.  
Ten people constituted the focus group and it comprised of representatives from the Newtown Management District, The Drum Cafe, Cultural Development Trust, Market Photo Workshop, Market Theatre Laboratory, Imbali Visual Project, Moving into Dance Mophatong, Newtown Management District and The Bassline.  The focus group added value to this research in that it allowed for the expression of anxieties and dissatisfaction among the residents of Newtown in a group context.  This method reflected the collective worries of arts and culture organisation in Newtown and it could clearly be seen that these were not selfish and petty grousing but real concerns.           

The key to running a successful focus group for this study was to ‘speak less and listen more’, keeping the participants focused on the discussion and encouraging the expression of diverse opinions.  For the focus group there was a schedule of a few questions, but essentially the discussion boiled down to two major issues which could be summed up as: ‘The Management Structure of Newtown’ and ‘The Experiences of Arts Organisations in Newtown’.  The latter topic also delved into issues such as relationships between organisations and the JDA and the implementation of development strategies in Newtown.  
III. A visual audit of Newtown

A visual audit of the Cultural Precinct was the third research method used.  This method was necessary for linking the concept of branding to the previous two data collection methods.  The interviews and the focus group gave individual perceptions of branding in Newtown but the visual audit presented images of what branding is actually in place (Shaughnessy and Zechmeister, 1994).  Another reason for including this method is that it clearly shows the reality of the physical branding of Newtown as a cultural precinct.  
The visual audit would allow for the understanding of the placement of the brand of Newtown, what the current branding images look like and how the brand is positioned in relation to capturing the interest of people who pass through Newtown.  It also makes more sense to have visual aids so that the study does not just rely on verbal descriptions but the reader is able to see actual images of branding.
It is common marketing and branding practice to conduct a visual or brand audit at regular intervals.  This is usually conducted to evaluate the perceptions of the brand by external parties as well as internal stakeholders, gain access to competitors and understand their branding strategies and to evaluate delivery of the branding strategy on the budget allocation (Shaughnessy and Zechmeister, 1994).  While the above reasons do not completely tie into the rationale for the visual audit conducted for this study it does clearly allow the researcher to understand how the branding is perceived in visual terms, how the brand of Newtown fairs in relation to competing brands and how branding could be improved.      

The Photographic documentation of branding in Newtown, as well as images of present and competing brands, are included in the study.  This audit positions branding in the area, determines which brand is most prominent and identifies the brands that have the most visual impact.  The need for the visual audit was to see what other brands are present in the NCP and to see if Newtown truly is the most prominent brand.  Part of this study aimed to see what the respondents perceived to be the driving brand of Newtown.  The photography of the space, which needed to be captured in high resolution so that it could be reproduced in high quality for this study, was captured by Seba Visuals.   
The Process of Data Analysis
With regard to the decoding of the information gathered from the interviews and focus groups, five steps to the data analysis process are used as set out by Strauss and Corbin (2004).

Step 1: Familiarisation and Immersion
The process of data analysis began with the interview process, where the researcher had already began to familiarise herself with the information gathered.  Part of this familiarisation process entailed working with notes immediately after the interview by transcribing them and capturing them before anything was forgotten.  The process of immersion began after all the interviews were completed and a review of the field notes and interview transcripts began.  This process was achieved by reading in detail all the field notes and transcripts and becoming familiar with them.  More notes were made and the process continued until patterns in the data could be indentified.
Step 2: Inducing Themes
Having become familiar with the data gathered from the interviews and focus groups, emergent themes became abundantly clear.  Prior to the interviews a few themes were identified, but in the process of analysis more themes emerged and a few that were identified earlier changed.  The themes ear-marked for categorising the data were:
Theme 1
: 
Perceptions of the Branding of Newtown

Theme 2
: 
Responses to Cultural Regeneration of City

Theme 3
: 
Arguments for and Against Business Being Attracted into Newtown

Theme 4
: 
Opinions Regarding Newtown Driving the Regeneration of the City

Theme 5
: 
Perspectives on Benefits to Stakeholders

Theme 6
: 
Negative Rationalisations

Theme 7
: 
Future of Newtown 
Step 3: Coding
This analytical step broke data broken further down from themes into meaningful extracts of data.  Here the categorised themes were broken down into sub-themes and similar pieces of information were identified and grouped in categories.
Step 4: Elaboration
Interviews are conducted in a linear fashion.  Elaboration involves moving connected issues, especially those that were far apart in the interview structure, together, to add clarity and understanding to issues.  Going back and forth through the interview notes to group related comments and opinions together was part of the process.
Step 5: Interpreting and Checking
This last step involved putting together the interpretation of the study by using the categories created as sub-headings in the analysis.  Thereafter, the process was reviewed in an attempt to identify possible discrepancies in the analysis and rectify them.
Ethical Considerations
Ethical considerations were made in order to ensure the privacy and safety of respondents, as well as to protect information derived from interviews.  This study was based on the following ethical principles which guided the research (Terre Blanche and Durheim, 2004).
Autonomy: This study has sought to respect the autonomy of respondents.  They were fully briefed of the study, its purpose and use and were offered the option of being named, or not.  Respondents who did not wish to be named were given the option of using a pseudonym of their choice.

Nonmaleficence: Each respondent was ensured that that no risk would befall them through participation in this study.  They were assured of their right to withdraw at any point with no consequence to themselves, reputation or job, and were also given contact numbers should they need to probe the study and its rationale any further.

Beneficence: The study was designed to benefit arts and culture organisations and the Newtown Management.  One basic benefit is an understanding of the perceptions of the brand of Newtown and how each party relates to it.  Other benefits include how ways of working with it could promote the brand and, by extension, the work of all the relevant parties in the precinct.
Informed Consent: All participants were given a letter which informed them of the research, the purpose it serves and contact numbers for further information.

Confidentiality: The participants were assured that all information presented by them would be handled with the utmost care and confidentiality.  No names were used in this study at all, as a number participants made this request.  The participants were informed that all the data, written and recorded will be safely stored for two years post research and thereafter it will be destroyed.
The Impact of the Researcher on the Environment

It is important to note that the interest of the researcher goes deep, as she is both a participant in the life of Newtown and an employee of an arts organisation.  As such, matters around objectivity and anti-bias came to light.  The study has respected responses from participants and not manipulated the information in any way. Ambiguity in responses was further clarified as opposed to making assumptions.  This study acknowledges that the researcher did enter the study with preconceived notions. These were noted on a piece of paper and referred to during the report writing process, so as to create awareness of these notions.  A point of interest however, is that many preconceptions were dispelled through the interviews as respondents offered alternate point of view to situations.  The researcher made a concerted effort to ensure new and different perspectives were welcomed.    
This chapter has explained the methodology used for this study and thereby sets the platform for the data analysis presented in the chapter that follows. 



















































� � HYPERLINK "http://www.newtown.co.za/about.php" ��http://www.newtown.co.za/about.php�


� http://www.jda.co.za/info/what_we_do.stm








[Type text]

PAGE  
39

