Ethnography Enjoying Resurgence as Important Qualitative Tactic
More and more companies are mandating that the marketing, research and R&D staff get to know their consumers “up close and personal” on a regular basis. Ethnography – qualitative research that studies people in their own natural habitat – is enjoying resurgence among marketers because it provides that real life, first-hand observation of experiences. 

Ethnography differs from laboratory-based research (focus groups) because it allows the interviewer the opportunity to observe and study the subject in their own surroundings around family and friends if applicable. Describing how someone cleans his or her floor and actually watching how it is done is a completely different experience.  In a Q&A format, participants may be reluctant to “spill the beans” on how much they rely on convenience food, that their kids eat sugared cereal, or that they love to eat chocolate while watching TV in the afternoon.  In their homes, however, you see what is in their cupboards and refrigerator.  
Some other examples of ethnographic qualitative research:
· Moms at home making dinner for the household.
· Men at breakfast to observe what they eat and why.
· Shopping with people at supermarkets and retail stores to observe how they shop and how they make brand decision choices.
· “Hanging out” with teen girls as they shop and socialize in the mall.
· Walking with seniors in their walking groups and listening to them discuss their hopes, fears, worries, health and family/friends.
· Watching people use a product they have been given days ago to use to find out how it fit into their routine (test product or a competitive product).
· The “before and after” someone takes a medication and how it makes or does not make a difference in their life.
QRCA has access to a Unilever executive who used ethnography to help launch the Bertolli Frozen Meals product line. Contact Steve Richardson for more information. 

