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tories of breakthrough and brand transformation connected with ÒethnographyÓ
are surfacing from the research underground. Examples (edited for confidentiality)
abound, even astound:

¥ In  a vacu u m -clean er eth n o grap h y, m ach in es fall d o w n  stairs an d  o u t  o f clo sets,
co n su m ers b at t le w ith  vacu u m in g th ro w  ru gs, an d  h o ses an d  h an d les d am age
w alls as w o m en  vacu u m  in  n arro w  h allw ays o r sm all b ed ro o m s, lead in g t h e
m an u fact u rer o f t h is b ran d  t o  d evelo p  a lin e em p h asizin g m an eu verab ilit y
o ver su ct io n  p o w er.

Is Authentic Ethnography Right for You?
Lessons from 15 Years of Consumer
Ethnographic Experience
BY AVA LI N D BER G
SunResearch ¥ Westport, CT ¥ sunresearchcorp@earthlink.net

Authentic ethnography is
a distinct methodology

that relies on pure
observation of natural

behavior and that draws
from the traditional roots
of academic anthropology,

yet seeks to marry the
process with the contemp-
orary, competitive needs

and breakthrough
possibilities of the best

qualitative market
research.
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¥ A co m p an y k n o w n  fo r it s m ain st ream  co o k ie/
crack er b ran d s d isco vers t h ro u gh  au t h en t ic
et h n o grap h ic sh o p p in g o b servat io n s t h at  t h e
sp eed  an d  in ten sity w ith  w h ich  co n su m ers w alk
d o w n  p art icu lar su p erm ark et  aisles an d  select
p ro d ucts p rovide the crit ical k ey to  rep osit io n ing
t h eir catego ry an d  gu id in g aisle red esign .

¥ In  a b everage eth n o grap h y, resp o n d en tsÕ stro n g
co m m u n ity o rien tat io n  is ex p erien ced  viscerally
b y team  m em b ers d u rin g u sage o f a w ell-k n o w n
b ran d  o f p o w d ered  so ft  d rin k . After o b servin g
th e su rp risin g p ract ice o f sp o n tan eo u sly m ix in g
together m u lt ip le flavo rs to  m ak e large q u an t it ies
fo r fam ily an d  frien d s, t h e co m p an y in fu sed
n ew  life in t o  m ain st ream  ad vert isin g effo rts
an d  the p ro d uct  line, w ith  an  im m ed iate increase
in  sh are o f m ark et .

¥ An d  t h e list  go es o n É

Understanding the 
Craving for Ethnography
W h y d o es et h n o grap h y h ave t h is p o w er t o  b reak
th e co d e in  so lvin g research  issu es an d  d evelo p in g
h igh -level m ark et in g an d  creat ive in sigh ts th at  lead
to  b ran d  t ran sfo rm at io n  an d  th e creat io n  o f viab le
st rategies? W h y d o  m an y clien ts an d  q u alit at ive
research ers w h o  w ere o n ce ex clu sive d evo tees o f
m o re t rad it io n al q u alit at ive m et h o d s n o w  seek
o u t  eth n o grap h y to  ex p lo re b eh avio ral d yn am ics,
d ive d eep ly in t o  b ran d sÕ em o t io n al b en efits an d
d iagn o se u n fu lfilled  n eed s an d  p ro b lem s t h at
resp o n d en ts are u n ab le t o  vo ice in  fo cu s gro u p s?
T h o ugh  few  can  agree to tally o n  w h at eth n ograp h ies
en t ail o r h o w  t h ey sh o u ld  alw ays b e ex ecu ted , it
is clear th at  th is p o ten t  in -situ  m eth o d o logy is being
co n d u cted  at  in ten se levels, as clien ts st rive to  see
k ey resp o n d en ts in  th eir real-w o rld  en viro n m en ts,
aw ay fro m  facilit ies.

So, What Is ÒEthnography,Ó Anyhow? 
T h e fascin at io n  ab o u t  eth n o grap h y is also  a resu lt
o f it s elast icity, even  lack  o f fo rm al d efin it io n  Ñ
th ere are as m an y typ es o f Òeth n o grap h iesÓ as th e
im agin at io n  to  create th em . An y o f th e fo llo w in g
co u ld  co n ceivab ly b e an  et h n o grap h y, an d  a
q u alit at ive research er m igh t  w o n d er w h ich  o n e
is t h e Òreal d ealÓ:

¥ a few  p erso n al in terview s co n d u cted  in  selected
resp o n den t  h o m es, after a series o f focus gro u ps,
t o  elu cid ate an d  ex p an d  gro u p  im p ressio n s

¥ an  in ten se ex p lo rat io n  o f t h e t o t al p erso n ality
an d  lifestyle o f a lo yal u ser b ase, u sin g in ten se,
lo n git u d in al o r rep eat  in -sit u  in terview s

¥ a b ro ad  co m p an y-w id e in vest igat io n , alm o st
q u an titat ively su rvey-lik e in  b read th , th at  invo lves
m u lt ip le at -h o m e/in -sit u  visits am o n g m u lt ip le
u ser typ es an d  seek s t o  o b serve all su b -b ran d s
an d  p ro d u cts w it h in  a co m p an yÕs p o rt fo lio  o r
k n o w n  catego ry

¥ b rief in t ro d u ct o ry in -sit u  in terview s fo llo w ed
b y vid eo tap e cam eras p laced  in  a sm all n u m b er
o f selected  co n su m er h o u seh o ld  areas (k itch en s,
cars, b at h ro o m s, etc.),  after w h ich  h u n d red s
o f h o u rs o f vid eo t ap e fo o t age are an alyzed
fo r p ro vo cat ive in sigh ts ab o u t  co n su m ersÕ
b eh avio rs t h at  o ccu rred  w it h o u t  in terven t io n
fro m  an  o b vio u s research  team

¥ m o n t h s o f vid eo t ap in g a sm all sam p le o f
en t ire fam ilies at  all h o u rs o f d ay an d  n igh t ,
w it h  resu lts sim ilar t o  reality T V  sh o w s

¥ Òco n su m er at  h o m eÓ in terview s o f less t h an
9 0  m in u tes t o  ad d  d ep t h , o rigin ality an d
visu al in terest  t o  a  creat ive p resen t at io n

¥ a fo cu sed , ergo n o m ic-lik e o b servat io n  o f a
sin gle b eh avio r, p ro d u ct  o r act ivity th at  allo w s
a d esign  o r creat ive team  t o  glim p se real
b eh avio r an d  in sp ire n ew  id eas an d  so lu t io n s

¥ n ew er, fu n , ex p erim en t al tech n iq u es w it h  an
eth n o grap h ic flavo r th at  in vo lve creat ive stagin g
o f in -sit u  sit u at io n s. T h ese in clu d e set t in g u p
Òfrien d sh ip Ó o r Òp eerÓ gro u p s in  resp o n d en t
h o m es, in terview in g teen s o r ad u lts at  b each es,
b ars an d  fast-fo o d  restau ran ts an d /o r ask ing co n -
su m ers to  create their o w n  video tapes an d  p h o to
d iaries, ed ited  t o  en h an ce in -h o m e in terview s.

In  the face o f clien t craving, p lus en d less iteratio ns
o f eth n ograp h ies, m ost  m o derato rs en d  u p  creat ing
t h eir o w n  versio n s. T h ey ad d  a d o se o f co m m o n
sen se an d  creat ivity to  fo cu s gro u p  an d  in -p erso n
d ep t h  in terview s (ID I) ex p erien ce, assu m in g t h at
et h n o grap h ies are ju st  a m o re in terest in g, p erh ap s
d eep er, lo n ger versio n o f in -d ep th  in terview s in sid e
h o m es an d  sh o p p in g en viro n m en ts. W e en co u rage
t h is ex p erim en t at io n . T ryin g d ifferen t  tech n iq u es
w ill h elp  yo u  feel m o re co n fid en t  aw ay fro m  t h e
fam iliar fo rm at  o f in -facility research  an d  d evelo p
yo u r ESP Ñ  et h n o -grap h ic sen so ry p ercep t io n  Ñ
as yo u  h ead  in t o  th e w ild  terrain  o f real-life
co n su m er o b servat io n .

When ÒEthnographyÓ Falls Short, 
Consider Going Back to the Basics
Yet , if Òan yt h in g go esÓ in  et h n o grap h y, w h y d o
so m e et h n o grap h ies seem  t o  b e m o re effo rt  t h an



Ethnography Revealed CO NTI NUED

34 QRCA VIEWS SPRING 2006     www.qrca.org

they are w o rth? After a few  in fo rm al eth n ograp h ies,
so m e research ers co m p lain  th at  itÕs h ard  to  k n o w
w h at to  lo o k  fo r. T hey w ait  en d lessly fo r a specified
b eh avio r t o  o ccu r; t h ey t ire o f ru n n in g fro m  o n e
in -h o m e in terview  t o  an o t h er w it h o u t  h avin g
en o u gh  t im e to  get  b elo w  th e su rface; o r th ey fin d
o b servat io n s h ard  t o  an alyze. T h ey d isco ver t h at
et h n o grap h ic fin d in gs can  b e o u t  o f syn c w it h
fo cu s gro u p  an d  q u an t itat ive fin d in gs, even  w h en
t h e in -h o m e in terview s seem ed  rich  an d  a clien t
ap p eared  in it ia lly sat isfied . Even  ex p erien ced
in sigh t  m an agers co n fess t h ey d o n Õt  k n o w  w h en
t o  p rescrib e et h n o grap h y o r en d  u p  feelin g
in secu re ab o u t  o b servat io n al d at a, w o n d erin g
after a few  at tem p ts w h et h er et h n o grap h y
act u ally lives u p  t o  it s ex cit in g rep u t at io n .

I can  id en t ify w ith  th e p o larit ies co n n ected  w ith
eth n o grap h y: th e co n fid en ce in  its viab ility, alo n g
w ith  d o u b ts an d  q uestio ns. After years o f co n d ucting
t rad it io n al q u alit at ive research  fo r m ajo r b ran d s
an d  agencies, an d  ex perim en ting w ith  early, focused
fo rm s o f in -h o m e in terview s an d  ergo n o m ic o bserv-
at io n al research , I realized  there w as m ore to  be
gleaned  fro m  the eth n ograp h ic tech n iq u e. After
co m p let in g acad em ic stu d y o n  th e t o p ic an d  after
m o re th an  ten  years o f p ract ice, I even tu ally fin e-
tu ned  a p rocess th at  I call Òau then t ic eth n ograp hy.Ó

Au t h en t ic et h n o grap h y is o p en -en d ed , d irect ,
p u re, sp o n t an eo u s o b servat io n . T h e go als o f
au t h en t ic et h n o grap h y are:

¥ t o  u n d erst an d  a m ajo r catego ry, b ran d  o r
co n su m er d em o grap h ic in  t ran sit io n

¥ t o  so lve a d ifficu lt ,  sign ifican t  creat ive o r
m ark et in g p ro b lem

¥ to  gu id e n ew  p ro d u ct  an d  research  d evelo p m en t
by co alescing a team Õs strategic d irectio n  th ro ugh
t ran sfo rm at ive et h n o grap h ic fin d in gs

Revealed É  the Seven Principles 
of Authentic Ethnography
Au t h en t ic et h n o grap h y is d efin ed  as a d ist in ct
p ro cess gu id ed  b y seven  p rin cip les:

1 . Each  et h n o grap h ic st u d y in vo lves b et w een
1 2  an d  2 0  in d ivid u al et h n o grap h ies, each
at  least  4  h o u rs in  len gt h , fo r a  m in im u m
o f 5 0  t o  8 0  h o u rs o f o verall o b servat io n .

2 . All eth n o grap h ic o b servat io n s are co n d u cted
o n ly d u rin g t h e t im e t h at  t h e n at u ral
b eh avio r is o r m igh t  b e act u ally h ap p en in g.

3 .  A co re clien t  t eam  is t ra in ed  in  au th en t ic
eth n o grap h y an d  th en  acco m p an ies t h e lead
et h n o grap h er in sid e every et h n o grap h y.

4 . T h e en t ire p ro cess em p h asizes q u iet ,
sp o n t an eo u s o b servat io n  u sin g Òso ft  eyesÓ 
as t h e cro w n  jew el o f t h e in n er tech n iq u e.

5 . St agin g o f resp o n d en t  b eh avio r is
elim in ated  o r m in im ized .

6 . A p re-screen in g q u alit at ive m ech an ism
(in it ial p h ase o f fo cu s gro u p s, m in i-gro u p s,
ID Is o r p h o n e in terview s) is u sed  t o  ch o o se
the o p t im al set  o f eth n ograp h ic resp o n den ts.

7 . Id eat io n  an d  d eb riefin g p ro cesses o ccu r
w it h  t h e clien t  after each  et h n o grap h y an d
at  t h e en d  o f t o t al field w o rk , t o  m ak e sen se
o f an d  assim ilate t h e co m p lex , r ich  an d
in t ricate h o u seh o ld  o b servat io n s.

Developing Ethnography 
as a Distinct Methodology
Au t h en t ic et h n o grap h y sh o u ld  n o t  b e t h o u gh t  o f
as an  ex tensio n  o f focus gro u p  o r ID I m eth o d o logy,
b u t  as a d ist in ct  m et h o d o lo gy relyin g o n  p u re
o b servat io n  o f n at u ral b eh avio r, n o t  in terven t io n
n o r st aged  ex p erien ces. T h e m o st  ch allen gin g
b u t  real fo rm  o f et h n o grap h y is t h e o b servat io n
o f n at u rally o ccu rrin g b eh avio r at  t h e t im e it  is
h ap p en in g an d  w it h in  t h e t ru e-life ex p erien ce o f
a resp o n d en tÕs an d  fam ilyÕs n at u ral life.

W e at tem p t  to  o bserve the so ugh t-after beh avio r,
in q u iry, at t itu de o r catego ry only d u ring the t im e, in
the p lace an d  w ith  w h o m  it  is n atu rally occu rring.
W e try n o t  to  u se trad it io n al in terview in g p ro b es,
ex tern al st im u li o r u n n at u ral in flu en ces. T h e
o b server t r ies n ever t o  in terfere w it h  t h e act ivity
in  q u est io n , b u t  q u iet ly, n o n -ju d gm en t ally an d
sp o n t an eo u sly fo cu ses o n  o b servin g all b eh avio r
t h at  h ap p en s in  a n at u rally o ccu rrin g set t in g
w it h in  a n at u rally o ccu rrin g t im efram e. If o r
w h en  it  m ay b e n ecessary t o  p ro m p t  a b eh avio r
o r aw aren ess in  o rd er t o  o b serve t h e sp ecific
area o f in q u iry d u rin g t h e t im efram e o f an
et h n o grap h ic o b servat io n , t h is is d o n e w it h
carefu l,  d yn am ic u n d erst an d in g o f t h e p o ten t ial
ram ificat io n s o f in terferin g w it h  act u al b eh avio r.

In  essen ce, w h en ever an  o b servat io n  is
co n d u cted , t h e H eisen b erg p rin cip le co m es in t o
p lay: o b servin g an y p h en o m en o n  in variab ly
ch an ges it .  T h e m o re w e ask  q u est io n s, p ro m p t
b eh avio r o r st age a sit u at io n , t h e m o re st ro n gly
t h e resp o n d en tÕs real b eh avio r o r p erso n al t ru t h
w ill sh ift .  Au t h en t ic et h n o grap h y m in im izes
t h ese b eh avio ral ch an ges as m u ch  as p o ssib le.

Observe and Note Everything
D u rin g each  et h n o grap h y, w e n o t  o n ly w atch  fo r
t h e crit ical p ro d u ct  o r b eh avio r, b u t  w e also  ju st
as carefu lly o b serve o t h er p ro d u cts an d  lifestyle
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areas t h at  ap p ear. Un d erst an d in g t h e m et ap h o rs,
an alo gies, ico n s an d  sym b o ls fo u n d  t h ro u gh o u t
t h e h o u seh o ld  an d  w atch in g fam ily d yn am ics
u n d er o t h er circu m st an ces gives u s greater
b read t h  fo r o u r sp ecific p ro d u ct .  O ver t im e, w e
so lve p ro b lem s ab o u t  o u r b ran d , n at u rally an d
w it h  in creasin g flash es o f revelat o ry in sp irat io n .

H en ce, o u r et h n o grap h ic agen d as are u su ally
o f a ch eck list  fo rm at .  T h e ch eck list  em p h asizes
an d  en co u rages t h e team  t o  n o te:

! h o u seh o ld  fu rn ish in gs, in sid e an d  o u t
! p an t ry, refrigerat o r an d  fo o d -st o rage areas
! clo sets, at t ic, b asem en t  an d  garage
! p h o to grap h s, h eirlo o m s, co llect ib les an d  art
! Òsacred Ó areas lik e firep lace m an tels, fro n ts

o f refrigerato rs an d  to p s o f w o m en Õs d ressers
! b o o k s, vid eo s, m agazin es o r lack  t h ereo f
! creat io n  o f sh o p p in g lists
! k id s p layin g in  t h eir ro o m s
! o p en in g o f m ail
! read in g o f n ew sp ap ers
! p layin g o f C D s o r favo rite m u sic
! w atch in g o f T V
! d ro p p in g o ff o r p ick in g u p  ch ild ren
! ch at t in g w it h  n eigh b o rs an d  relat ives

! p h o n e co n versat io n s
! p et  d yn am ics
! sym b o ls o f religio n , p o lit ics,

acco m p lish m en ts an d  ed u cat io n
! t im e sp en t  in  sch o o l,  o ffice o r gym
! m eals an d  eat in g ex p erien ces
! u se o f co m p u ters, em ail an d  in tern et
! sp o n t an eo u s o r p lan n ed  sh o p p in g t r ip s
! an d  m o reÉ

T w o  typ es o f et h n o grap h ic o b servat io n s 
are em p h asized :

¥ O n e o ccu rs m o st ly in  an d  aro u n d  t h e h o m e
o r h o m e-b ased  en viro n m en t  as t h e st art in g
an d  en d in g p o in t ,  i.e.,  t h e Et h n o grap h ic
H o u seh o ld  O b servat io n .

¥ A seco n d  typ e em p h asizes sh o p p in g in  o u tsid e
ret ail o u t lets, i.e.,  t h e Et h n o grap h ic Sh o p p in g
Ex p erien ce. Sh o p p in g et h n o grap h ies alw ays
b egin  in  t h e h o m e, alt h o u gh  t h e m ajo rity o f
t im e is sp en t  o b servin g resp o n d en ts sh o p p in g.
W h en  ask ed  t o  o b serve resp o n d en ts in  o t h er
en viro n m en ts lik e w o rk p laces, sch o o ls o r

www.NSONinfo.com
801-983-NSON

731 East South Temple
Salt Lake City, Utah 84102
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rest au ran ts, w e t ailo r o u r p ro cess t o  w h et h er
an d  h o w  lo n g w e can  o b t a in  p erm issio n  
t o  o b serve.

Identifying Easier and 
More Difficult Ethnographies
So m e resp o n d en t  lifestages an d  p ro d u ct  catego ries
are easier t o  o b serve u sin g p u re, sp o n t an eo u s,
au t h en t ic o b servat io n , w h ile o t h er act ivit ies an d
segm en ts are m o re d ifficu lt . T h e d egree o f o b serv-
atio n al ease o r d ifficu lty sh o u ld  be carefu lly assessed
at  the p lan n ing stages o f an  au then t ic eth n ograp hy.
A m ajo r p art  o f th e clien t  team Õs early p rep arat io n
an d  Òh o m ew o rk Ó is to  review  p revio u s q u alitat ive
an d  q u an t itat ive d ata to  est im ate t im e, freq u en cy
o f o ccu rren ce an d  regio n  o f greater an d  lesser
d evelo p m en t , as w ell as co rrect  segm en ts fo r t h e
in q u iry, p ro d u ct  o r catego ry at  h an d .

Easier ethnographies
As a ru le, easier et h n o grap h ies in clu d e b eh avio rs
o f so m e len gt h  t h at  n at u rally o ccu r at  sp ecific
t im es o f d ay. T h e et h n o grap h y can  b e sch ed u led
t o  rely o n  k ey b eh avio r h ap p en in g as ex p ected ,
su ch  as: eat in g o ccasio n s lik e b reak fast ,  lu n ch
an d  d in n er; p erso n al-care ro u t in es lik e teet h -
b ru sh in g, d ressin g an d  ap p lyin g co sm et ics; o r

d ayt im e an d  even in g T V  w atch in g. Also  fallin g
in t o  t h e easier-t o -o b serve catego ry are n at u rally
b u sy resp o n d en ts w h o se lives in clu d e a d egree o f
in teract ivity. W o rk  co lleagu es, gro u p s o f fr ien d s,
m o th ers w ith  b ab ies o r w h o le fam ilies w ith  th ree
o r m o re m em b ers q u ick ly lo se in terest  in  o u r laid -
b ack  eth n o grap h ic team  an d  resu m e th eir n atu ral
act ivit ies q u ick ly, w it h o u t  self-co n scio u sn ess.

More difficult ethnographies
O n  th e o th er h an d , certain  b eh avio rs o r act ivit ies
are alm o st  im p o ssib le t o  catch  n at u rally w it h o u t
th e elem en t  o f lu ck  o r even  ligh t  p ro m p t in g. T h ese
less freq u en t  b eh avio rs o ccu r alm o st  u n n o t iceab ly
at  u n sch ed u led  t im es an d , t h erefo re, req u ire t h e
et h n o grap h ic team  t o  b e p resen t  d u rin g a sp an
o f t im e t h at  m ay in clu d e t h e righ t  m o m en t  o r
rely o n  syn ch ro n icity. M o re-d ifficu lt -t o -o b serve
catego ries in clu d e in d u lgen t  ad u lt  sn ack in g,
sp o n t an eo u s fo o d  p rep arat io n  o r d ecisio n -
m ak in g fo r m ajo r ap p lian ces t h at  sp an  a lo n g
p erio d  o f t im e an d  in vo lve m u lt ip le p eo p le.

M o re-d ifficu lt -to -o b serve segm en ts also  in clu d e
in d ivid u al resp o n d en ts w h o  w ill p ro b ab ly feel
self-co nscio us an d  aw k w ard  being sh ad o w ed  an d
o b served  b y even  a sen sit ive et h n o grap h ic team .
O th ers are at ten t io n  starved  an d  to o  in vo lved  w ith
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t h e o b servers. T h ese u lt ra-
sen sit ive in d ivid u als co u ld
in clu d e teen age b o ys an d  girls at
h o m e, single em p ty nesters
d eligh ted  at  t h e ch an ce fo r
co m p an y an d  d ro p -in  m o t h ers-
in -law  o r su sp icio u s h u sb an d s
en terin g w h ile an  o b servat io n  
is o n go in g.

Yet , n o  m at ter h o w  sen sit ive,
ch allen gin g o r p ain st ak in g it  
is t o  o b serve a resp o n d en tÕs
b eh avio r, en viro n m en t  o r

p ro d u ct  catego ry, t h e go al o f
au t h en t ic et h n o grap h y rem ain s
fo cu sed : t o  o b serve everyt h in g
n at u rally go in g o n  in  t h e resp -
o n d en tÕs p erso n al ex p erien ce
d u rin g t h e t im e set  u p  fo r
o b servat io n , w atch in g fo r
sp o n t an eo u s o ccu rren ce o f t h e
k ey b eh avio r, t o p ic o r at t it u d e
t h at  is co re t o  t h e research
in vest igat io n  as it  n at u rally 
an d  sp o n t an eo u sly o ccu rs.

Is Authentic Ethnography
Right for You and Your
Clients?
If n at u ral o b servat io n  ap p ears
im p o ssib le, t h is sh o u ld  b e
t h o ro u gh ly ex p lo red  u p fro n t
w it h  t h e clien t  team  at  t h e t im e
o f the first  p ro p osal. T he p ro jectÕs
o rigin al o b ject ives m ay n eed  t o
sh ift  in  o rd er t o  create a n at u ral
o bservat io n al p rocess. R em em ber,
au t h en t ic et h n o grap h y is b est
su ited  fo r affecting b reak th ro ughs
in  h igh -level co n cep ts, creat ive
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p o sit io n in gs, b ran d  t ran sfo rm at io n  
an d  n ew  st rategies. It  w o u ld  n o t  b e 
as ap p ro p riate fo r fo cu sed  t act ical
d ecisio n s lik e test in g a sin gle n ew
p ro d u ct ,  n ew  p ack agin g o r co p y fo r a
p rin t  o r T V  ad . In  su ch  cases, o t h er
fo rm s o f creat ive o b servat io n  Ñ  su ch
as in -h o m e in terview s, p eer gro u p s o r 
a m ix t u re o f p ro ject ive fo cu s gro u p s
an d  h o m ew o rk  d o n e b y co n su m ers
(co llages o r p h o t o  d iaries) Ñ  w o u ld  
b e m o re ap p ro p riate an d  effect ive.

A Few Final ThoughtsÉ
C o m p an ies an d  research  m an agers 
w h o  gain  t h e m o st  valu e fro m  t h e
p ain st ak in g p ro cess o f au t h en t ic
et h n o grap h y ten d  t o  b e in n o vat ive 
an d  ex p erien ced  in  b o t h  q u alit at ive 
an d  q u an t it at ive research , an d  w h o
h ave a crit ical q u est io n  o r issu e fo r
w h ich  o t h er fo rm s o f q u alit at ive
research  seem  in ad eq u ate o r fail 
t o  yield  t ru e d at a. Be su re t h at  yo u
h ave t h e righ t  typ e o f clien t  fo r 
t h is m et h o d o lo gy.

T h e clien t  team  m u st  also  allo w
so m e lead  t im e to  p lan , d evelo p  team s,
en act  an d  d igest  t h e et h n o grap h ic
learn in g; o t h erw ise, et h n o grap h y 
can  fall t h ro u gh  t h e crack s. Assu m e
u p fro n t  a t ten t io n  t o  d et ails t h at
ex ceed s t h e u su al q u alit at ive p ro cess.
Ex p ect  m o re ex ten sive p lan n in g,
t rain in g an d  p resen tat io n  o f t h e d etails 
o f eth n o grap h y to  t h e co re clien t  team
b efo re th e stu d y b egin s, at  least  tw o  o r
m o re w eek s o f tw elve-h o u r field w o rk
an d  t ravel effo rts, an d  m u lt ip le d eb riefs
d u rin g th e stu d y. T h e eth n o grap h er an d
clien t  team  w ill b e jo in ed  at  t h e h ip ,
act in g as a t rain ed  SW AT  team , fo r at
least  six  w eek s o f co n st an t  effo rt .  Be 
su re t h at  yo u  h ave t h e righ t  team  fo r 
t h e p ro cess.

Watch for Part II
In  t h e seco n d  art icle o f t h is series,
w h ich  w ill ru n  in  t h e Su m m er 2 0 0 6
issu e o f QRCA VIEWS,  t h e au t h o r 
w ill reveal t h e step -b y-step  secrets o f
co n d u ct in g au t h en t ic et h n o grap h y.  
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