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A bit of a toggle between R&D and 
consumer research
◉ BS Biology

◉ R&D Chemist in Candle Science Group, Bath & Body 
Works

◉ Chemistry start-up 

◉ MBA

◉ Nottingham Spirk industrial design consultancy

◉ Shurtape Technologies
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What is ethnography?
Traditional vs Marketing Research
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Traditional Ethnography
Living among, learning language, observing
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Ethnography for Marketing Researchers: 
Show me, tell me, walk me through – in-situ

In the dining room

On the farm

On a couch
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The Power of Ethnography
Allowing the consumer to guide a collective journey
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Difficult Categories to Research?

Share in 
the chat
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Difficult Categories for Research?
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Difficult Categories for Research?
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Difficult Categories for Research?

◉ A low-involvement purchase

◉ A junk drawer staple

◉ A grudge-use item

◉ A substitute for what you really want

….. yet it can save the day!
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Research & Development

The wonderful world of hot melts, 
acrylics, peel, tack & shear

How can we make MORE for LESS?

Consumer Research

All things sticky! (But how do we talk 
about this?)

What will people pay MORE for?
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Is this really happening?

◉ We’re going into someone’s house?

◉ Isn’t this weird?

◉ Will they think we’re weird? 
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Set Clear Expectations

For the Researcher:
◉ Make a guideline sheet

◉ Be strict about the schedule (4 people max)

◉ Have in a different city, if possible

◉ Get out of the way!
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Guidelines for Non-Researchers

We need Eyes, Ears, and a Mouth

◉ Mouth (Interviewer): The interviewer will be the Mouth and will ask most of the questions. At times, 
everyone will be asked if they have additional questions. It can be uncomfortable for the interviewee 
if everyone is firing questions at him/her, so it works best for only one person to do this for most of 
the interview. 

◉ Eyes & Ears: Observing, looking for non-verbal cues/context, taking photos & notes, and making sure 
the camera is in the best position possible (without being obtrusive) are the jobs of the Eyes & Ears. 
The camera should also be checked periodically to make sure it’s still recording and the interviewee is 
still being captured. 

1
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Guidelines for Non-Researchers

We are there to listen

◉ The interviewee is the subject matter expert (of their experience). We are not there to 
educate about our products. They will have misconceptions, but we need to better 
understand how and why they think this way, rather than correcting their misconceptions.
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Guidelines for Non-Researchers

Be comfortable with the silence

◉ Resist the urge to ask follow-up questions as soon as the interviewees seem to complete a 
thought. Sometimes the best insights come from having them think for a moment about what 
they’ve just stated.

3
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Guidelines for Non-Researchers

The word ‘why’ can be intimidating

◉ When asking questions, try to avoid using ‘why’, as it can sometimes put interviewees in a 
defensive position. Better question starters are ‘Tell me more about…’ or ‘Describe to me a 
time when…’. Sometimes, restating what they said (and allowing them to see an 
inconsistency) is better than direct questioning about a topic.
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Remember that we’re guests

◉ Please do not ask to use the restroom. Offer to remove your shoes. Don’t overstay our 
welcome. Don’t be early (or excessively late). Don’t hand out business cards. Try to make 
the interviewee feel comfortable, even though we are intruding into their personal space. 

Guidelines for Non-Researchers5
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Guidelines for Non-Researchers

Do:

1. We need Eyes, Ears, and a Mouth

2. We are there to listen

3. Be comfortable with the silence

4. The word ‘why’ can be intimidating

5. Remember that we’re guests

Don’t Do:

1. Correct misinformation
2. Try to educate or sell
3. Ask questions throughout
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Success!
Listening & learning from our expert end user
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Sales

Journalist by Trade

Expanded into 

Meteorology

Director Fitness 
Club

Remote 

Team

MOM
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Jillian Wells
CEO/Founder
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It’s NOT about 

YOU

Interviewing Best Practices
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Interviewing Best Practices

What are you REALLY trying to find out…
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Be Observant

Interviewing Best Practices
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Only 13% of employees are 

actively engaged…

…87% disengaged

=$550 BILLION annual productivity losses
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In the beginning…
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Turnover=
Costs 1.5 X 

original 

salary
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Engaged Teams

Forbes Magazine: June 22, 2018

• Lower Turnover

• 21% Greater Profitability

• 17% Higher Productivity

• 10% Higher Customer Ratings
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Now it’s 2021….
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How to be Immersive When Remote 

For the Researcher:
◉ Framing: What is an insight? What are the goals?

◉ Assign each person 3-4 respondents to follow through bulletin board

◉ Create a worksheet for everyone collect critical info

◉ Conduct a workshop to collect what we heard 

◉ Select small group for IDI’s (Zoom)
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Virtual Connection

Behind 

a 

Screen

CON:
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Virtual Connection

Who 

is 

wearing

pants?

PRO:
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Missing Piece
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Question & Answer

How has your org pivoted with 2020/2021?
What will remain? What will revert?

What techniques have you discovered to better engage your 
colleagues during this time?
What has worked? What hasn’t?
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Extra! Extra!



Notable Reads


