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Ethnography is defined differently by everyone. Whenevel

hear the word “ethnography,” it could be any of the followin
At-home “ethnograjphies” that emphasize a comimnaifamteniemwing
with a little bit of observing, usually 2+ houre,dain more natural
iInsights than from focus groups?

Creative, fun o-site techniques: peer or friendship groups; ingsving
respondents at bars, cafes, restaurants, beathgsd sho@iaiogs??

Teams who are trained, then conduct ethnograpdtigiéyton their own
without supervision?

In-situ interviews followed by cameras set upvicreksat mmes, ttren
reams of video data analyzed?

Ergonomic observation of a single behavior or pobdduonultiple
settings?

we



The anthropologist who founded SunResearch is
experienced with most styles of ethnographies

But, our “calling” is Authentic Ethnography

Authentic Ethnography is a fully developed
program of natural ethnography led by an
experienced, trained cultural anthropologist using
the principles of academic anthropology along with
spontaneous observation and judicious participant

observation to gain deep insights into respondents

and families’ real-life behaviors, attitudes, needs

—
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“The only measure of what you believe is what youal
If you want to know what people believe, don’t read
what they write, don’t ask them what they believe,
just observe what they \”

“See the Universe in a single grain of sand”
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To optimize the possibllity of
breakthrough results

1. See the entire process as an
exciting ethnographic puzzle

2. Seek to maximize true Insight
and

3. Effect team transformation
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1. lmmensiom im fiedwontk: 128 &Hthogoapblasse adkl +
hours each, for 68BAdwsrefalhEesealaon

2. "Rule ofttino”. 2 reality odbsenwaiomals pemnikey
segment per 2 regions to “read,” compare, contrast
findings intuitively, accurately; each team see

3. Obsenvaiomns comducied it tme of metiunal heinagr

4. Pure abtsenvaiom is eampheszed imstead off direct
orobing, chatting, interfering with natural
Ife...radically different process than regular
gualitative interviewing
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5. Core team commils @tire process, trained, participates in
multiple observationals with lead ethnographer, debriefing
make sense of intricate findings

6. omiEANeoWwS alibsenvatiiom; “imusioiity;,” pudimg im emenagy,,
“soft gaze,” enhancement of six senses, other sf
techniques under the training acrongrs-C-A-P-E

7. Sizgimg, romping of, reactivity of reSpomademis e mmimim

8. Mesc@ermggriadssdalidicooeessocbbpesnaacichosse
candidates, identify early hypotheses

9. Diigjttal photog

ity amd auditony/fisuasl data recodied by

anthropologist and team inside reality observationals

to
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10. Empihasizes mot only focused objectives bt
special arenas of classical anthropology:
iconography, archetypes, and visual symbols of
meaning that are relevant to household, pc
dynamics, rituals, polarities, liminality and
communitas, gifts, taboos, sacred areas In
house, spatial relationships, culture
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Within the most subtle observations|lie
the keys to breakthrough findings...

The &hal/eureka moments will occ
over time when the ethnography is
conducted authentically and when

spontaneity Is allowed to happen
naturally

10



| Physiological Foundations of Two

_Methodologies

The part of the brain that recalls and
recounts, in a focus group, what
happened at home is . . .

.. . entirely different from the bre
function that actually does the
behavior in real life and which can
be observed in observational ethnograp

Both methodologies elicit two realities

— Both are critical to understanding a category

— Triads = the social persona; observationals = the private self

11
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Authentic Ethnography seeks to totally
minimize consumer reactivity

People tend tanstantly change their
behavior--subtly or dramatically --when they
know they’re being studied, when they’re
asked questions, or when our presence In
households Is strongly experienced

13
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The principle isalways
More observation and less
Interviewing
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In a regular focus group or typical “ethnography¢e
ask How and what do you snack on? What do you|eat?
Why?

In Authentic Ethnography: Webservesnacking that
occurs naturally . . . with very little prompting.. iwin
context of all other activities

This doesn’'t mean we have to remain silent for four

— It means that any questions are completely downplayed, used
judiciously...to create friendliness and relaxation, not to
change behavior, not to stage events, not to intensify self-
awareness, not to cause intellectualizing of motivations

15
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TRAINING FOR OBSERVERS = E-S-C-A-P-

=

1. SoftEYES

2. SofttSTEPS

3. Soft CLOTHING

4. SoftACTIONS

5. SoftPERSONALITY
6. SofttENERGY

17



Yo+

+( (%' (% 2 (

It's a household-

social persona
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Before rushing too early into hypothesizing abaut o
key objectives...we first need to

Unlock the “secret” and inner
motivation of each househt

(s {

by many households over time

Only then do we uncover hidden, completely new
Insights that move beyond the words of the expecte

dgheérspective, multiplied

18
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LONGER OBSERVATIONALS HAVE

_ADVANTAGES

entering the household. Be oRT”: “respondent time”

Longer time has important advantage
— Respondent begins to show real persona, let down guard
— Enough time to become familiar with alien household
— No pressure or leadi
—  Truedifie evemnts happemn unexpectiadily
— Deep, undessiideeechitiddennaatiabbbbaaviss
— Observe gap between what is said and what is done
— Time for team to participate in spontaneous occurrence
— Respondents willingly open up pantries, messy rooms
— Time to go shopping, go on vital errands, pick up kids, eat snace

— Allows possibility of critical synchronicity in evolving findingss

am

Relax totally into the five hours. Remove watches before

19



Every Observational Is a Team
—Effort

Team of 2 or 3 (anthropologist + 1 or 2)
within each observational allows us to
Witnhess and bring back new, unsettling findings
Use several pairs of eyes and
Help observe multiple family members
Record both visual and auditory data

Encourage conversations and deep speculatjon
that cause new Insight nuggets to emerge

20
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In each observational, each team memeber hasiiact

role predetenmined n advance
— Switch roles after first observational
— Only have to do role that’s your area of responsibility

One team member is theObserver. Records
everything seen, observed, and noticed visually

Other is the Listener. Records everything heard witk

ears: all language, words, answers to prompts,
overheard conversation, spontaneous, involuntary
discourse, even cell phone calls

St

—
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1.

Ethnography can be personally uncomfortable to responde

and to members of the team...in the beginning

Team need to blend into background for at least 45-90 min

until ethnographer and respondent bond

Latel can participate, independently observe other houst

members, ask burning questiorear the end of the 4-5 hours
Time is slower inside a consumer’s home — no checking of

watches. “Surrender” to consumer’s life

nt,

utes

In stores, quietly focus alongside respondent...don’t chat with

each other, don’t point at displays or products, no “store
checks”

23
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Without the comfort and familiarity of asking tradnal
guestions about what is happening and why, team may
feel suspended, out of our “research comfort zone”

We are operating within ambiguity, strangeness, and
confusion...it is their household, not o

Suspend judgment and relax...
Watch, listen, intuit without creating firm hypotes

— Plan to experience an ultfazityz be tpeqimg g toeéore
consistencies emerge

— Use an inggongcpdtitiaecod ' Zzeenbeggimes mmmiold”

24
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The process of observation seems relaxed, spontan

probing
In actuality, reality observation is a combinatan

as if we're doing nothing but watching withaatich

Intuitive silenc

Moment-bymuonsa tckbersscomatakin ¢ o v hthogaainde r
Highly openesmubetpyoonpisssitedieefozdlytimest

Total focus on the respondent without getting heriteactive
Keeping the team involved yet nonintrusive

Moving with the respondent at their pace, on theimg
Staying mentally energized, curious, emotionalliabeed
Remaining invisible yet alert to key objectives

25
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Hold back especiallywhen key behavior (KB) is right
In front of our eyes

Downplay personal excitement, stares, finger pogti
or chatting to fellow team member

Always...let KB run its course naturally; ethnograp
will wait to prompt for understanding much later

Without prompting, KB will hopefully repeat several
times naturally...

— We may have a chance to observe key KB under
number of spontaneous, different occasions

26
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Come into household, sit down, get materials dlgweeveryone to
become comfortable initially, explain that the @sg is spontaneous
observation, not an interview . . . “We’re herdoowith you and
observe what you usually do, after a while yowjhore us totally”

Introduce team as “colleagues, assistants, oreeainin observationa(lL
method, explain their roles casually. Never dieud@mpany or bran

Reposition team so not staring directly at respat
— Show appreciation, hand respondent honorakafareethnography

Now . . . begin observing, wait as events and behatart naturally,
move with the respondent, gently reconfirm sildodervational role . |.
. we're here to observe, not to interview

— Move them to talk with each other as if we're neté

Within 30 minutes, respondents/family begin to lematural thtegy
talk to one other, do their thing without showirf§self-consciously

27



As we “shadow” the respondent, intuit when, how long to
observe silently vs. softly ask questions that allow new insigh
but do not change behavior or become interactive

— Ask respondent to reflect outloud throughout the ethnogra

— Sometimes the ethnographer may ask gently . . . Whe
went on? What is happening now? Then. ..

— Return to silent shadowing/observational mode so
respondents don’t begin a running dialogue

t

phy

This in-amibouppyoess swililhbppprmraanyitmas ©oveethibecorsse
of four hours . . . it's the hardest part of the ethnographic process

When it seems right and when ethnographer gives the signal,

team may join irparticipative observation and questions

28
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People aren’t what they seem between the points of social

behavior in prestithogorppligoroppyssthibeaatiabhbbbseraat
Keys to meaning in one category may lie in a different categ
Sometimes respondents change segments right before our ¢

assume segmentation definitions may ¢

nakds
ory
BVES;

Two respondents in what we assumed were the same lifestage,

Income, or family structure may appear completely different
Collectibles, design elements, photos help elucidate meanin

sense of current value

SF

Hidden or sacred areas like tops of mantles, fireplaces, women’s

dressers, trophies, refrigerator doors, favorite art pieces, fav

parts of house give us special insight into motivations

orite

29
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Deciding who to observe, when: In ethnography, the “family
may no longer be represented by a single person; the
“gatekeeper” may have less power than assumed

Who's the decision maker? Changes by age, request power,
who’s at home, what's sneaked, allowed, reward, exce|

In store ethnographies, we watch both shopper and
accompanying family member with influence

If two respondents are equally participating at the same
moment, the observing team splits up

— Quickly “assign” team members to shadow other kamiembers,
while the ethnographer stays with the main responde

30
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Kids alone or in the context of natural family life
should be as intensely observed as adults

— They soon lose selfecmrsoimussss hdmpgitotyigrerththe
ethnographic team, and behave natu

— However , with an attentioststaecechdidi|ayatetcoud diofor
“show and tell” phenomenon . . . wants to show everything in
their room, house, or store to a favored team member

— If children become demanding of parent’s attention or unfuly
toward team member, may need to handle carefully with
special tactics

31
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Certain behaviors and categories are easier to

observe...

EASIER

Behaviors of some
length that are

naturally occurring at
specific times of day:
You can schedule to
rely on key behavior

happening as expected

Examples

Meals like breakfast,
lunch, dinner; morning
coffee; bottled water;
personal care (teeth,
dressing); kid snacking
after school; evening TV
watching; regular
grocery shopping
behavior; planned majo
cleaning, baking; grilling

32
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MIXED
DIFFICULTY

Behaviors that
occur on ongoing
nonschedule:
basisSchedule to
optimize

possibility of
occurrence

Examples

Adult private,
spontaneous
snacking; most
beverage behavio
cars; toys/play;
Internet; meal
planning; ongoing
cleaning;
spontaneous
purchases

33
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Certain foods, products, and brands are hard twlita
under observation. For instance,

Some carbs, candy, or niotdildaltbyariackiny olveidee
forbidden, private, a hidden emotional need: disioa,
feel better, assuage anxiety or bore

. .. When ethnographic subjects are reluctanhoovs
or do these activities in front of us, sometimesmuest
resort to asking a respondent to “demonstrate,” ask
them directly, and hope we’ll catch them in the act
when they become more comfortable, less embadasse

34
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DIFFICULT

Infrequent, spora
behaviors we need to
“catch” at the right
time or oftlimits to

outside observers:
Conduct as authentic
ethnography or add
semi-staged
components?

Examples

Forbidden adult
snacking; in-office
behaviors; last-
minute food
purchase; some fast
food behavior;
sporadic TV or
computer usage;
secret vs. admitted
brands
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Easier to observe
— Whole families with 3+ members
— Groups: families, neighbors, relatives, friends wghap over
— Moms and kids, toddlers, or middéetsobloadgage
— Very frequent users
— Interactive couples
— Hobbies in which a respondent is totally engro

More difficult to observe
— Single young adults
— Teenage boys and girls, at home, not with friends
— Empty nesters, delighted at chance for company
— Anyone who'’s just finished doing the key behaviefdre you arrived

— Mother-in{aws ar suspiciouws hmushands wiho refiush coos edaendd e § oo ey éhirer éoto
“case the joint”

— Infrequent, lapsed, or awanerusers
— Compulsive peopl@lpesssrsving s ase kh @monaladéagaecsedond

36
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At end ofeachethnographic interview, we drive to the

next location and find a roomy diner or coffee shop

SO team can eat, regroup, and debrief findinge Us

post-it and brainstreaming fonm of ideation:

— What did we jussee and intu? Emphasize the observatio
and language that is offainancbosvessaticor alistiscsike@ve

— What is subtle, intriguing?

— What surprised us?

— What doesn’'t make sense? What makes sense?

— What might be the secret of this household?

— What elements are we noticing over time in several HHs?

Expect 14 hours per day in the field. Snack duday
S Get] : he miaht haf

37
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Make It a team decision

Ethnographic candidates should satisfy the
correct demographic, psychographic criteria

As well as six important observational crit
IHERve Sommettnimg) impantzamt to offer ws
Repesemt tinair [ifestizoe im a mmejonr wiey

Have a stiomg commectiom wittn awr tanmget andrend

Idiesllly,, persomalitty IS apem, expressve

Avaible diumimg) mighit time for ws tthet's maifal them

Otitnexr famiily it hame flor family lfestages

o s~ wNhNRE

39
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For reality observationals, we use two types ofigsi

— The most important is a checklist format for fifeeailogving
observations: The Ethnographic Agenda

— Second is a short focused series of questions to ask directly in
the last hour of observational if we don’t get at key is:
with direct observation

— We may shift entirely if ethnography takes an unexpected turn

Guides or agendas are designed to stretch teasgin
gathering . . . notice anthropological context pecsive
like rituals, power dynamics, spatial arrangement,
design, iconography, family dynamics, with later

_relevance to key-area ofinvestigation——————

40
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The main areas will focus on key subject, plus

Sacred areas in a house

Family histories through photographs

Impact of culture and regions of origin

Rituals and rites of passage

Elements of trance states and totally unconscious mindlessiastivit
Power dynamics among family memt

Relatives, neighbors, friends dropping by

Hidden areas (basement, garage, garbage, ctdeabaiEjooms)
Clothing, adornment, personal care, cars, inside vs. outside of house
Sounds, smells, sights, and intuited energies of household

Spatial arrangement of furniture...where and how family spends time
Iconography, art, collections

Spontaneous discourse among household members

Archetypes of importance to HH

41
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Ethnographies explore many lifestyle areas plus key subject
— Spontaneous events and behaviors

— Emergency behaviors

— House and furnishings, inside and outside

— Pantry, cabinet, refrigerator, closet, room cheghksage

— Creating shopping lists, preparing to s

— In-store shopping experience...its own special @sscess

— Books, videos, watching TV, magazines

— Computers, emalil, internet

— Opening of malil, reading papers, listening to phomaversations
— lcons, symbols of religion, politics, educatiomghies

— Walks in parks, playtime, school dynamics, chattiigp neighbors,
relatives stopping by, go to community meetings, et

42



Subject Name:

Evidence of who comes over, when, how often

Special items used just for entertainment

Segment:

Location:

Time:

Recall Notes:

Ethnicity

Clothing, shoes, jewelry

Hair, skin, tattoos and interesting cultural marks
Language: accents, use of language, grammar, emsotio
Attitude toward us, other household members

Sense of self-esteem

Couple and family interactions, body movement,atise, tone
Power dynamics, who's real power in family

Evidence of who lives here
Evidence of social, financial stand

Appearance, style, condition

Traditional, contemporary

Number of rooms

Condition and style of main living space, where ifgrspends time
House materials, windows, condition of roof, flosglls

Colors, fabrics

Spatial dynamics: where do people sit

Which rooms are clean, messy, organized, operetwing, closed
Attics, basements, closets, storage elements

Congruence between outside and inside house

Photos on tables, walls: note relationships
Trophies

Pictures and fine art, knickknacks, collections
Which walls are blanks vs. filled

“Sacred areas”: refrigerators, top of dresser, teant

Books: number, type, representative titles
Magazines, newspapers

Catalogs, flyers, coupons, lists, mail

Videos for adults, kids

Cookbooks, special materials related to subject

Style, age, condition
Size

Interesting features
Appliances

What's on countertops

Beverages, foods

Cleaning items, etc,

Wines, spirits

Evidence of items purchased recently, frequentbyresl, unused

Beverages

Foods

Take-out items

Sides, main section, hidden sections, freezer
Leftovers, old foods

Equipment, implements

Furniture, tables, rugs, lamps, desks, cabinets,liessers
Exercise equipment

TVs, stereos, and entertainment center

CDs

How many, who, where, what

Evidence of use
What do on computer
Use of Internet for recipes, research, homeworkesm etc.

Number

Type, brand
Condition
Inside car: presence of beverage/food containers

Landscaping: type, condition, who cares for

Gardens, plants

Lawn mowers, snow blowers, leaf blowers, gardeeiygipment, lawn furniture, tables,
tree houses, artifacts/curios in yard

Outside places where product may be consumed

Religious items, icons, material, sayings on walls

Evidence of diplomas, educational materials

Neighboring houses

Condition of other houses
Evidence of interaction

Phone calls, how many, from whom

Relatives and friends dropping by unexpectedly
Emergencies

Errands

Trips to pick up children, etc.

43
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The lead ethnographer taps into theory and work of
master anthropologists during final analysis

— Levi-Strauss: polarities and structural oppositions

— Margaret Mead: genddrasadeattvciivasasitithiidstesgages

— Mary Douglas: the clean and the unclean, secret
acceptability of foods within a culture

— Victor Turner: transitions between one lifestage and
another...rituals, liminalitycommunitas

— Malinowski: magic, superstitions, spells, trance states

— Bourdieu: habitas, gossip, overheard conversations, informal
discourse

— Foucault: the dynamics of power

44
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Too-inendly team behaviors, questions, projectiorersty: meaEknua
respondent too reactivé&olution: remembde-S-C-A-P-Eand soft eyes
Respondent is an obsessive peqpiaxpbsasataimigiveadidtkitiee.
Solution:E-S-C-A-P-E pull back, intensify silent observing, soft eyes

Slow respondents. only waitch TV, open mail, omopaep Solution: go
with it to get into respondent’s pace. Then, ligifompt to move on

Ethnographer’s or team’s emotional reactions; oonecting well.
Solution: become aware in self, then release jimoat

To eat or not to eat (with respondents)? Thesbig question.Solution:
plan in advance with team. Consider what’s besatdhentic ethnography

Exhaustion, stuck in bad traffic, or ethmograpismsning really long.
Solution: go with flow, laugh, take a break, makehone call to next HH

Over-tinetapbiddoppebbbhsioori¢aammmarhiash/\pit péegirss.
Solution: may need to gently restrain or pull baadk team about allergies

Respondent needs reassurandeat about anything happening, go light

46
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Camera stops working in a great ethnograyylution: Extra memory
cards, extra battery available, disposables in pack

Team absent when key behavior occurstdentify signals in advance

Team is fading outtake a break, eat a snack, walk around HH, ask a
guestion that’s interesting to you but not relate#B, play w/ kids or pets

We're lost, it's dark, it's pouring raiolution: start early, call responden
and re-check directions, ask about rush hour; use celhphbof respondel
Discover that respondentnsally not what we consider the right person.
Solution: nobody’s the norm in ethnography...humorngh it, then

recheck specs later. Consider having a few “batkegpondents available
later in week if need to cut short and completetlagroethnography

Enror or oversigiht im screener/spec discoverethduwbservations, error
repeats itself.Solution: discuss restructuring 2nd week of ethapbres

Study objectives shifit afiter first week of etihnagirg. Solution: expect this
will happen, go with it, discuss, make it a parhefv objectives

47
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Sounds easy but how to figure out what you're actually seeir

— What's reqgularly used
— What's storage, supplies, sale shopping
— Vs. items that are no longer used but not thrown ou

Ask: When was the last time shopping done? Sometimes the

household is simply out of staple items. “Not there,” bec
respondent hasn’t gone shopping yet

Or, lack of popular item may mean it’'s used up frequently .

evidence of “our brand” in a user household unless we ask
— Occasionally, there’s a generic language issue...watgdhe household

assuming a loyal user, but we see the competitveyet called by our
brand’s name

— In cupboards, refrigerators, key brands have a sradd way of being
hidden or turned around . . . do a subtle rearrangi

\J =4
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Recording shopping patterns in stores needs special

attention

— Which aisles go down, which they don’t, where they stop, what theyupickhat
IS put back, what is purchased, what is not purchased, “negotiation&dretwo
brands, body language and feelings while in aisle, positive vs.aspoimedgonse
displays, what to do when respondent stops at (or ignores) a key brarad,
interest to study objectives

— Keep careful notes on observational agenda and debrief immediately

How to prompt going into an aisle, when respondent

does not shop it of own volition, requires sengiiv

— After total shopping is completed, before check>out?
— After a significant portion of the shopping is completed?
— Another intuitive point in shopping?

50
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For In-Siore Shomping,, ©yem maore mle«mny/tl@
wait, then prompt even more carefully...need|to
learn motivations, but not change awareness
behavior, or influence the purchase «
particular brand or product

— Prompting or showing interest in a particular product, aisle, or
brand may actually motivate a “false purchase”

— The process of an istateretletiogogpdyhyilivit kekeacanalful
planning and problem solving in advance of fieldwork

51
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Important decisions need to be made by team, iarazvand by ethnographer
Inside the store at time of observational
— Do we silently watch the process to not influeneeision making and usual behavior? (or

N

— Probe while shopping to understand motivations?

The answer is “both.” Timing is everything...thereasone perfect way to
handle an i-store shopping ethnograg

“Problems” may arise:

— Suppose the respondent doesn’t go down a key@isbok in the direction of the
brand/category under observation? Do we hope...stuggek them later as to why they
didn’t, or ask them to do it at the end of the ghing trip?

— Or, do we gently “seed” the interview upfront wih introduction about “wanting to learn
how you shop” adding, “especially in aisles or proig like x and y”?

Remember that all questions/probes show that tkeviewer is interested...a
a probe may subtly or directly change behaviohadtore
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Data collection is a combination of two forms cdne

member recording (Observer and Listener), debefi
In car and over meals with team, digital photoaneiimg

— Lead ethnographer takes photographs throughout each observational
— There is no audiotaping or transcriptions of observati

Digital photography is preferred over videotaping

* Easiest to photograph within home or personal environments, sort, and “read”

* For instore , dicking of camera reswilts im “false purcihase, /scaddeessa eaatitg
from store officials, create setbosnsmnisussessy anfinfnequerphedesdariaal t

tell later which has been purchased, vs. which is looked at and put back

* Respondents asked to keep photo diaries to get at behaviors during other de
weeks, weekends, late nights...when we’re not there...try for a wesk/ance of
ethnography. These are added to final presentation with ethnographer’s phg

54
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Relax into ambiguity and chaotic feelings that aspany all ethnographies.
Fuzziness is our friend; in the beginning, we wilfeel a little out of control

Obtaining brilliant insight requires time and effay sort into tangible themes

hypotheses, breakthroughs
Finding nuggets is helped by six critical steps:

1. E-S-C-A-P-Emode of invisibility increases our confidence iner
respondent behaviors

2. |dieation is a antiicall pantt of tihe prooess
3. Pay atemiom to Sunpises. Dunimg awr tiravetispkesaes i | nesooat] aff |

thoughts and evolving hypotheses. Don’t ignore langt that tugs at mind

or soul...or keeps you up at night

Comparre tihemes by segmemnts, regomns, and medsfis of segments

Sometiimes,, olsenveatiom, imsigiit, amdl & eurgkaisoe Etiom happemn
simultaneously . . . seek serendipity

6. Be anare of lkeammimy poimts: midysyt ahdndimpg ceteiiing s

oA
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Schedule ethnographies with 2 hours between observationa
Fatigue/concentration levels tend to be accelerated or dimini

— Take measures to avoid burnout (water, food, snacks, ho
location, mental preparation)

— Team invited to share driving with lead ethnogra

S
shed
el

— Ethnographies scheduled to reflect efficient dtiveetohog ogifing

Interviews, rush hour traffic, and distance

— Details of driving with respondent and team become
Important in the field: do we go shopping by getting into
respondent’s car or use our own vehicle? Stay flexible

— No airport pickups or dropftsffsdiaiameathtiogpgrapase ot

disruptive. Team needs to stay for htamgalabdefwiefs
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Besides the breakthrough benefits to yoLl.Ar
brand, category, concepts, or new products,
enjoy the experience at higher levels

—Recognize the exquisite, personally intrigu
moments in ethnography

—Discover a new part of yourself on an
ethnography

—May even discover new Insights or ideas that
another division can also use
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