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Why we are here

Digital qualitative research has come of age. 

It has evolved from a research staple to an essential driver of 

MR.

At the core of this transformation is activity-based research.

Share approaches to find human stories within unstructured 



• Enterprise Scale 

Quant

• Hybrid Studies

• Partner Ecosystem

What we will cover

Key takeaways:

• Understanding Activity-Based Studies vs. bulletin boards.

• How to Design Activities to better understand Human Emotion.

• Leveraging Projective Techniques to engage and inspire 

respondents.

• Combining Activity-Based tools with Agile approaches.

• Discovering Aha! Moments in your Analysis.



Defining activity-based 
research



Defining activity-based

• A typical study can be 3-5 days with a series of activities. 

• Think of weaving activities together to from a tapestry.

• Most activities are 1:1 with limited strategic social exercises.

• Activity-based studies replace a discussion guide with an activity.

• Specific tasks, questions, exercises and context for the 

respondent.
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Advantages of 
activity-based 
research



Activity-Based v. Bulletin Board

Activity-Based:

• Focused

• Private unbiased 1:1

• Thoughtful

• Organized

• Deeper motivations

• Fun!

Bulletin Boards:

• Messy

• Bias/Group think

• Non-strategic

• Rambling/Overload

• Long-threaded 

discussion

• Work!



Activity-Based vs. OLBB

Respondent Moderator

Activity-Based

Moderator

Respondents

1:1

Bulletin Board



• Enterprise Scale 

Quant

• Hybrid Studies

• Partner Ecosystem

Visual Comparison

Activity-Based: Bulletin Boards:



The variety of activities is much more 
interesting and enlightening to respondents 

and researchers 
than a battery of open-ended questions.
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Design to better 
understand human 
emotion



Study design

Ask respondents to DO SOMETHING vs. just an opinion

Use their behavior as stimulus – true ethnography

Notice how they behave and what motivates them

Gives respondents the opportunity to express vs. 
opinion

In-moment feelings and actions – not recall from 
memory



• Enterprise Scale 
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• Partner Ecosystem

People doing things
Store Trips: live or asynchronous

In-Home Tasks



If we can observe this act of doing, then we 
can quickly gain deeper insight that they 
probably wouldn’t have told us in direct 

questioning.
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Leveraging 
projective
techniques



Projective Techniques

Inspire respondents to be creative

Use tools and methods that go beyond open-ends

Ask a question…get an answer

Give them a projective task…go on a journey with them

Deliver a truer representation of what motivates them



Projective Techniques

Collage

Storytellin
g



Getting people to write a story about a 
situation or an emotion is much more useful 

than asking them direct questions.
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Combining 
with agile 
approaches



Agile & activity-based

Can activity-based approaches be agile too? YES

One activity 30-minute exercises can yield great insights

All activities are in play:

• Store trips

• Video Response

• Collage

• Storytelling



Agile approaches

Dynamic Canvas Concept Markup

Brand Mapping

Concept Testing Qual/Quant



Yes, you can be agile and activity-based…it 
comes down to picking the right activity for 

your objectives.



5
Discovering
aha moments
In your analysis



Use Analytic Tools 

So, you’re giddy over your amazing data haul!

And maybe a bit overwhelmed…not to worry : )

• Filtering – use filters to cut by segments and demographics

• TAG!  Save quotes, images, video for easy access report building

• Key Word Search and Word Clouds – understanding expression

• Charts and graphs – as appropriate

• Composite Collages and Brand Maps



Analysis

Word Clouds Composites Tagging

Quant Charts



Analysis is often the hardest part of doing a 
study. Nobody likes the chaos and difficulty 

of knowing where to start. 

We understand these feelings.



Final thoughts…
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Final thoughts…

1. DO choose activity-based approaches

2. Weave your won unique tapestries

3. Know that respondents LOVE the variety

4. Actively curate your data haul for easier 

reports

5. Stay tuned for future AI enhancements!
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