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- Ray Fischer

CEO, Founding Partner

Native Detroiter / MSU grad
Pepsi brand manager in 90's

Technology Immersion "98-'02

ResTech Pioneer 2005 — launched Living
Diary

Zoom's 1st Global Integration Partner 2019

Celebrating our 10" Anniversary this month!
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~Paula Kramer

VP, Project Management
IU Hoosier alum!

Career Online Strategist

Swiss Army Knife

Joined Aha! 2016

Runs PM Team

Keeps Ray out of trouble
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~The aha restech stack

aha-

Insights Technology

/ Asynchronous Qual \
Q qualtrics™

Z00Mm |
* Enterprise Scale

« World's 15t Zoom Integration Quant

* Live Conversations « Hybrid Studies
« (IDI's/FG's/Shopalongs)

» Partner Ecosystem
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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 Qh\‘,-
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~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. Qh\‘l-



Defining activity-based
research

aha
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-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. Q h\‘l-



dvantages of
ctivity-based
esearch
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> 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

o \AlIA AL

aha-
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~ Activity-Based vs. OLBB
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Activity-Based: Bulletin Boards:
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The variety of activities is much more
interesting and enlightening to respondents

and researchers
than a battery of open-ended questions.

aha



Design to better
understand human
emotion

2




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
memorv

aha
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-People doing things

Retake

T

« In-Home Tasks

T

Please upload a short video (no more than 1-2 min) to bring your fun hair facts to life.

:
_

Cu t | Original
Hi this is my hair It's

Light brown meat little darker than light
brown

Right now it's pretty straight but usually
flow more wavy but it's just cuz | didn't
shower today yet

Navigate sweet after | shower and
then you could see the layers

More when it's straight when it's too cute
not

Typically

Well unless | shower late at night and
then I sleep on it and then it doesn't

Dries nicely but  If it's like

\ Just like the air is drawing if it's  Hi

Pretty nice big a little straighter than
usual though

Store Trips: live or asynchronous

Please upload your video answering the above questions below:

jeo Tools v

od to have m right next to each other as

g

a consumer so that you can see

um which option is best for you.

So | do think it's pretty hard to distinguish what's
new and not new at the store since um
itis not displayed like in the front

end of the aisle so that's where

Vidi

So | just walked

into Sam" n my shopping script and

my shopping trip. | had

to move in from out That's why this video is
outside. Um, | did consult the instant

savings booklet befo ming in

Um, | wanted to see what was on sale if there's
anything | needed and |

am expecting to some cleaning products,
Hopefully something, um

maybe knew that | haven't tried before at a good

price
Um, and biggest concerns are

price. It can be kind of expensive buying



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.

aha



Leveraging
projective
techniques
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~ 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

aha-



Storytellin

An Imaginary Story about Planet Hunger

We uld lik to write a story about an imagina called Planet Huny, rerything
have when you feel hungry, and a full meal isn't an option. (And we want yo. work from your own creative ideas
place y about the feeling of being hungry
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C Storytelling Instructions:
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Get into C and have fun writing

**Please Note: After you have finished writing, scroll to the bottom of the page to "V our title here..." line and give
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Let's get started!
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Getting people to write a story about a

situation or an emotion is much more useful
than asking them direct questions.

aha



Combining
with agile
pproaches
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> 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




MY DAILY COMMUTE - A COLLAGE

DURING MY COMMUTE, WHILE | AM COMMUTING THIS IS THE ROLE MY VEHICLE
| FEEL... | SPEND MY TIME... PLAYS DURING MY COMMUTE

Dynamic Canvas

Perceptual Map

Tropicana

Brand Mapping

cARMmArRO

I like the simplicity and sexiness of this ad

P S

Somply Gperge
HORIZON
{ORGANIC

Ay

RGAN]

\ALLEy | SOUPS
>

FARMER-OWNED

Concept Testing Qual/Quar

660000
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Yes, you can be agile and activity-based...it

comes down to picking the right activity for
your objectives.

aha



Discovering
aha moments
In your analysis
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~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 NV
aha-



Word Clouds
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Now, looking at this list of beverage or beverage with food mements, please select the two moments that a
have to be the most regular or most frequent, but should be the most important to you.

Please place a "1" next to your most important moment, and a "2" next to your second most important moment.

ULMR Total
Afternoon Unwind
Jump STart

Power Lunch

Composites

Top 6 Seg 1
Open wnload

Filters: Segment (Adventuro|

Top 6 Seg 2
Download

Filters: Segment (Comfort Se]

Taggi
Study Tags  Q
absorbancy
advertising
brand preference

clean ingredients 2 (2

color 77
company values
dissolvability

emotions around repurchase

emotions of great deals
EXCELLENT STORY
Excellent video
familiarity

Loyalty

Math

new products
Online

online shopping
Packaging
packaging claims
pattern

price quality ratio

product features
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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.

aha



Final thoughts...

aha



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 Al enhancements! qha
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~Ray Fischer ~Paula Kramer

CEO, Founding Partner VP & Qualitative Strategist
810-599-9440 313-288-0539
rayf@ahaonlineresearch.com paulak@ahaonlineresearch.com
ahaonlineresearch.com ahaonlineresearch.com

in| LinkedIn in LinkedIn
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