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1. Guest lecture from Hannu Uotila
2. Discussing the specifics of qualitative

research in business

AGENDA



Ethnography as Storytelling Craft

Fast circulation of  insights

• Revelatory incidents

• Temporality

• Granular detail

• Emotionality



We went to these different homes and we felt part of  the 
family by the time we left. We cooked with them, ate with 
them. That aspect of  it was pretty amazing, because you are 
used to your own home life, and an almost tunnel- vision of  
your experiences and then just to see how different families 
interact and the impact of  the product.... It was amazing.... 
I was taken aback with how welcoming people were; it 
showed me that everybody has a story,... and the exciting 
part of  ethnography is really finding out that story or what 
makes them tick, truly understanding why they’re doing 
what they’re doing. (Kelly, innovation manager, major 
appliances company) 



I am very careful with my clients 
never to show the raw footage 
that I record, because it doesn’t 
say anything, because it’s just a 
clip of  people doing stuff, and it’s 
like, where’s the insight here? 
Where’s the connection here? 
The connection only comes when 
you edit it down into a story or 
sequence, which summarizes in 
some way the phenomena. (Rick, 
ethnographer) 

In putting together the film, 
there’s always the discussion of  
how we put it together—what 
kind of  story do we tell? It has to
fit with the insights that I find, 
but there’s some sort of  a 
narrative that we want to find.... 
So it typically has this narrative 
structure of  beginning and end, 
and we have to create that if  it’s not 
naturally there. (Malcolm, vice 
president, advertising agency, 
emphasis added) 



I feel like the personas are just 
kind of  a way for us to ground 
everybody in the room so that 
we’re ... looking at and talking 
about the same person. And they 
all have ... their own little 
narrative. So you kind of  get to 
know a little bit about them and 
who they are, kind of  what their 
goals [are] and they would be 
likely or not likely to be inter-
ested in. (Coby, senior user 
researcher, American Bank) 

When we show the film, the client 
says [lowered voice] “Oh, I went to 
that ethnography, that’s my person. 
That’s my person, and I was there.” 
So there’s a real strong sense of  
identification—they are excited, and 
they buy into it, and they believe it 
even more. So, somehow, the truth, 
they have experienced it, they have 
seen it again and then they have the 
power—the client—to tell their 
other people about it, and validate 
it. (Malcolm, vice president, adver-
tising agency) 



In the last four or five years, I’ve seen a real battle 
between R&D [research and development] and 
marketing. It’s about usage on the one hand and 
about image and advertising on the other. It’s a bit 
of  a caricature, but they can’t seem to agree on 
things.... The R&D guys are all engineers and we 
really amuse them. What we bring back to them is 
really funny for them. The team is made up of  
technical guys, chemists, biologists, [mechanics]. 
And we tell them stories about families and 
refrigerators. That’s quite amusing for them. And 
now they have some kind of  proof. So when 
marketing tells them, “No, it should be like this,” 
they can say, “Well, hang on, we have this report 
that shows that....” So we have a stake in the 
internal power relationships of  a company. (Pierre, 
ethnogra- pher, ethnographic research company) 

We use them when we’re talking 
about things. Our business 
partners and people outside of  
the groups know “Philippe” and 
“Jane” and “Harry” and 
“Sue.”... They’re the experience 
anchors. Basically, the designers 
sit down with the personas and 
the lines of  business and us. And 
we kind of  walk through what 
they’re thinking about and look 
at it from the perspective of  the 
different personas. (Coby, senior 
user researcher, American Bank) 







KEY QUESTION: 
what do our customers find valuable?









PEOPLE
PRACTICES
PROCESSES
PARLANCE

PARTICULARS
PROBLEMS

PLANS
PROXIES

PROSUMPTION
PAIRINGS

PARTITITIONS
PLEASURES









WHAT IS THE VALUE OF MEAT?

(WHAT IS MEAT?)



Meat is Sensuous, a Luxury, 
an Event



Meat is Traditional and Nostalgic



Meat is Simple, “Real Food”, Protein
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Meat is (Heroically) Masculine
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Meat is Political, a Lifestyle and 
Class Identity



Meat is Seasonal
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Meat is Bad 
(for you and the environment)
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THE VALUE 
OF MEAT?

Sensuous, 
Luxury, 
Event

Simple, 
“Real 
Food”, 
Protein

Traditional 
and 

Nostalgic

Politics: 
Lifestyle 

and Class 
Identity

Heroically 
Masculine

Seasonal

Bad



THESIS TIP #22:
A good approach for an 
applied thesis is to study
”what” some phenomenon
is and how this
understanding could inform
marketing strategy







THESIS TIP #23:
If you do a thesis for a
company, make sure you
have a good plan for what
the ”academic” thesis is 
going to be and the report
that the company gets!



CUSTOMERS AND VALUE

•Customers do not care about products—they care what the 
product allows them to do
•Companies too often become “myopic” and only assume that 

their competitors are products in the same product category
•Customers can gain the same “value” through multiple ways è

do not underestimate the plurality of  value that your company’s 
products can deliver!



“Cleaning” “Cheaper 
cleaning”

“Improved 
customer 

experience”

“Cheaper 
cleaning”= !=



MOOMING MUG 
COLLECTORS



Not a Collection / In Use

NotaCollection / Not In Use Collection / Not In Use

Collection / In Use



We learned, among others:
• Social games with mugs
• Mugs as anchors for routines
• Rotation between ”in use” and 

“stored” mugs
• Seasonality in mug use
• Reimagining important (family)

events
• Circulation and sharing of  mugs
• Speculative investing
• Epistimicity and re-consumption
• Second lives for broken mugs


