ETHNOGRAPHY IN DESIGN RESEARCH




Studying product design gives you the broad theoretical knowledge
and the practical skillset you need to create new products

L] https://www.prospects.ac.uk/careers-advice/what-can-i-do-with-my-degree/product-design
. L] https://uxdesign.cc/the-importance-of-ethnographic-research-in-product-design-cb083 1905 | c0
Job options
. ; L] https://methods.sagepub.com/video/applied-ethnography-in-product-design-ideo
Jobs directly related to your degree include:
= https://www .formpl.us/blog/ethnographic-research

= CAD technician
» Clothing/textile technologist

+ Colour technologist Ski”S fOF YOUF CV

Exhibition designer

. A degree in product design or industrial design develops your creative design skills

Interior and spatial designer and gives you the technical ability you need to use production methods and

* Product designer materials creatively. It also equips you with other skills that are valued by many

employers, such as:
Jobs where your degree would be useful include:

« Advertising art director » presentation skills

« Automotive engineer « communication skills

« Furniture conservator/restorer « the ability to work to deadlines

i~ = e :' a . 0
5 A gy « commercial and entrepreneurial skills
« Materials engineer : :
+ problem-solving skills
» Procurement manager

i T ; “Michael Chapman is the lead design researcher for
« Product manager « the ability to use your initiative and work independently

IDEO, a consultancy that uses ethnographic research

» Production designer, theatre/television/film « teamworking skills to inform designs in the private sector. He explains
the benefits of basing design on ethnographic research,
how IDEO conducts research, and the overall IDEO

« general and specialist IT skills, such as computer-aided design (CAD). process.”

* Stylist « visual and spatial awareness


https://www.prospects.ac.uk/careers-advice/what-can-i-do-with-my-degree/product-design
https://uxdesign.cc/the-importance-of-ethnographic-research-in-product-design-cb08319051c0
https://methods.sagepub.com/video/applied-ethnography-in-product-design-ideo
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Truth of Suffering Causes of Suffering End of Suffering Path that Frees us
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WHY DESIGN RESEARCH USES ETHNOGRAPHY?

“If you want to design a product that
will be accepted, used and loved by
people, then you need to understand

their day-to-day lives, rituals and
habits first” (Milton & Rodger, 201 3).

Client User
requirements requirements

New
proposed
Product




WHAT IS ETHNOGRAPHY?

Ethnography is a very powerful method and one a designer shouldn’t dismiss.

= Ethnography is research method based on observing people in there natural environment.

m  Ethnography is used to investigate what people really need, want and do rather than just what they say they need.

= Ethnography allows researcher to immerse themselves in other’s people lives and witness patterns of behavior within real-world contexts.
m  Ethnography studies what people do rather than what they say they do.

= Ethnography provides more realistic overview of how people live, work and play.

m  Ethnography is aimed at learning from people rather than study (case study) people in a particular culture group.

= Ethnography intent to understand those people’s worldview. [ emic = inside & etic = outside]

= Ethnography provide a detail, in-depth insight into people’s behaviors, belief and preferences,and how they operate in their day-to-day live.



6 POINTS TO CONDUCT A GOOD ETHNOGRAPHY

|. Ethnography is not only about asking questions, but listening to the answer.

2. Ethnography should explore deeply into lives of few people rather than study many peoples.

3. Ethnography involves studding people’s behavior and experiences in daily life.

4. Think carefully about what question you will ask and how to translate data to address research finding

5. Make good use of video, photos and other visual materials.

6. Reflect story from data that are collected and make connections.






Ethnography should explore deeply into lives of few people rather than study many
peoples.




Ethnography involves studding people’s behavior and experiences in daily
life.




Think carefully about what question you will ask and how to translate data
to address research finding
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ETHNOGRAPHY IN MINORITY REPORT

'\AINQR]TY RH’()PT

USIC COMPOSED AND CONDUCTED BY JOHN WILLIAMS




ETHNOGRAPHY : METHOD AND TECHNIQUE

Observation

Focus
group
JL Observation

4

arent
ormation

Literature Photo
Review ethnography

Literature Photo
review ethnography

Image adapted from (Visocky O'Grady, 2006)



Photo andVideo diaries
Shadowing

A day in the life
Personal belonging
Future forecasting
Trend spotting
Scenarios

Product autopsy
Sketching

Literature review

Internet searches

Cultural probes

Culture comparisons
Competitor product analysis
Role playing

Try it your self

Mind mapping

Sampling

Try

Questionnaires and survey
Focus group

Interviews

Brand DNA analysis

Market and retail research Interview

Image and mood boards Literature Review
Perceptual mapping Questionnaire

Product collage



Future forecasting
Trend spotting
Scenarios

Product autopsy

Sketching
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LEARN

Literature review

Internet searches

Dealing with problems
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MIND MAPPING SOFTWARES

Mind mapping



ASK

Questionnaires and survey

e |Interviews

» Market and retail research
e Image and mood boards
* Perceptual mapping

e Product collage

affordable @

BRAND PERCEPTUAL

prach:al MAP



ASK

Questionnaires and survey
* Focus group

e |Interviews

e Brand DNA analysis

e Image and mood boards

* Perceptual mapping

Airy
Elegant

* Product collage

sStylish

BY M/"/cnsnlvs



ASK

A Perceptual Map provides a visual picture of how customers see
different competitors

e Questionnaires and survey - /
\o/ PERCEPTUAL MAP — ATHLETIC FOOTWEAR
» Focus group e Expensive
e Interviews J @ T
e Ci ) Fasics
e Brand DNA analysis Q iy -
) I HITEC
» Market and retail research REVAS R ’% ~ pumAY _
prod“ct > Performancels A o Fashion
 Image and mood boards collages _— B = L
FOR FREE WITH CANVA oy
. | 7 Y
. o™ BOSS _ i 1
5 Cheap

STICKERS!

i STICKERS!
: TICKERS
£ 999 o

HOLLYWOODANDWINE.CO



STEPS IN ETHNOGRAPHY

|. Identify the problem and need (research question and objective)

2. ldentify the people you need to study (who are the people who can provide the insight on the question you are

asking?)
3. Plan the approach (research design and preparation)
4. Collecting data (photograph, video, voice recording, sketches)
5. Analysis (slides, diagram, chart, scenario stories that can be told information to audience)

6. Sharing of knowledge (highly visual way such as story telling that communicate and inspire your clients and

stakeholder).



HOMEWORK

Y o Y ¥ ¥

B 1 Aeenuuuidadadeclandeuiilom veelfutlgs

B2 paAnaestymii Hanwe aantladelating

B3 uuanuitlymndiasmanzaniudetliduedngls
B 4 dumaunasldlunisudtloymi

= Plan your own research observation survey using 6 steps of Ethnography approach.
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