eee shopper insights

Be there now

Leveraging mobile and online qualitative to
get inside shoppers’ heads

| By Jim Bryson and Jessica Ritzo

The authors detail how to combine mobile and Web-based qual

approaches to study the complete shopping experience.
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Until recently, shopper research had
remained largely unchanged by tech-
nology advances. Now, consumers’ daily
use of technology and research technol-
ogy development has reached a tipping
point that gives researchers a 360-de-
gree view of the consumer’s world be-
fore, during and after the research. For
marketers that means far deeper, far
richer insights into consumer behavior.

With a greater percentage of
younger consumers in the marketplace,
use of communication and information
technology is exploding. As consumers
become more comfortable with online
and mobile technology, so, too, must
researchers become more comfortable
with using online and mobile approach-
es to drive better and faster insights.

Today, most people have access to the
Internet. Of course, access is highly cor-
related with age, but even older consum-
ers are online. So the days of an online
study being inappropriate or even simply
less convenient for a specific demograph-
ic group are fast coming to a close.
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Coupled with online use, everyone,
it seems, has a mobile phone. Indeed,
the International Telecommunications
Union reported that 256 million
Americans had a mobile phone with 3G
or better service in 2012. And they're
certainly not just being used for phone
calls. From accessing the Web to texting
to taking and sending pictures and vid-
eos, phones are now for so much more
than just voice communication.

Gartner reports that 85 percent
of all mobile phones shipped in 2011
included an Internet browser and con-
sumers are not hesitating to use them.
In fact, Kinesis Survey Technologies
reported that 25 percent of its quanti-
tative surveys were completed using a
mobile device in Q3 2012.

Qualitative research is experienc-
ing the same trend. At 20|20, we see
up to 20 percent of our online qualita-
tive research being accessed by mobile
devices. Consumers are using mobile
technology, even when the research is
not designed exclusively for mobile!

For researchers, the mobile boom
is a bonanza. For decades we have
yearned for a way to communicate
unobtrusively with our respondents
as they perform normal daily tasks.
We have constantly sought to im-
merse ourselves in consumers’ lives to
understand their real behavior while
impacting that behavior as minimally
as possible. Now we have the yearned-
for ubiquitous device and, when part-
nered with Internet-based approaches,
we have the ability to better see and
understand the full story behind con-
sumer behavior.

Layering the tools

Combining online and mobile ap-
proaches is a powerful way to under-
stand consumers’ entire shopping
experience, including pre-shop, in-store
and post-shop aspects. Though it may
seem daunting, layering these types

of tools within a single project can be
relatively simple.

One approach is to combine an
asynchronous text-based method, such
as one-on-one in-depth interviews
for ongoing feedback and discussion
or digital diaries for a foundational
understanding of consumers, with
mobile engagement to capture in-the-
moment feedback during the store
visit. By structuring the methodology
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to lead and finish with the online
component and including the mobile
piece in between, you give consumers
multiple convenient, easily-accessible
formats through which to communicate
with the moderator at the times their
feedback is sought.

In other words, it lets research-
ers better connect with consumers on
consumers’ terms and gives consumers
appropriate tools to participate where
and how they need to with minimal
disruption of their daily lives.

So what does each approach entail
and how do the individual pieces com-
bine into one complete methodology?
Let’s take a look phase by phase.

Pre-shopping

The first phase of text-based online
engagement allows consumers to

share rich, insightful details of their
pre-shopping thoughts, needs and
behaviors using their computer. Using
an asynchronous online bulletin board
format means respondents can work
through the researcher’s lines of ques-
tioning and group discussion comments
(if any) at their own pace, participating
each day when the timing works best
within their schedules.

Of course, the specific content of
this phase will be determined by the
research objectives and the duration
of the first phase will be determined,
at least in part, by the content (though
timing and budget considerations have
inevitable impact, as well).

As an example, this first interaction
may be geared toward better under-
standing the target consumer and his/
her lifestyle outside of the context of
any particular brands or products. Or
perhaps it includes a focus on pre-shop-
ping behavior (how consumers plan
their shopping trips, how they organize
their shopping lists, how they plan to
approach the store, etc.). Or maybe this
phase includes product usage exercises
to allow the team to not only read
about but also see (through photos and/
or videos) which products consumers
use and exactly how they use them.

Clearly the flexibility of the on-
line approach lends itself to a wide
range of possibilities, which is one
key reason it works so well as the
first phase of engagement.

Toward the end of this first phase,
the online platform also serves as a

convenient place to present consumers
with expectations and requests related
to the in-store piece of the methodol-
ogy, which often follows as the second
phase. While the consumer feedback
provided during the in-store experience
will be shared via mobile, oftentimes
the instructions consumers need are
longer and more detailed than what is
easily viewed on a smartphone screen.

Leveraging the online tool to explain
what’s coming up in the mobile piece of
the project links the phases together for
participants, gives them an opportunity
to read through what will be expected
of them in the store and lets them ask
clarifying questions without being
limited to their smartphone’s smaller
screen and touchkeys. Additionally, if
using a mobile tool designed to work in
conjunction with the online platform,
information on downloading the mobile
application to be used in-store can also
be posted in the online space.

In-store

While the online component works well
for thorough, detailed consumer feed-
back and discussion, the mobile piece of
this methodological puzzle is best used
for capturing succinct comments and
photos during the shopping experience.

One could argue that independent
mobile shopalongs enable consumers to
shop more naturally than more tradi-
tional moderator-accompanied shop-
alongs. For this to be the case, however,
the mobile feedback requested of partici-
pants should be brief and on-point so as
to cause as little disruption as possible to
their typical shopping behavior.

For example, asking consumers to
snap photos of products or merchandis-
ing materials that grab their attention
and briefly explain why they notice
these items is a reasonable request. On
the other hand, asking consumers to
detail their every move through the
aisles, describing each purchase consid-
eration along the way, is not so reason-
able. For that type and granularity of
feedback, there are other approaches
likely to serve you better. In-store use
of mobile is best kept streamlined and
specific; the opportunity for greater
detail will come in the final online
phase which will enable consumers to
take their time, reflect on their shop-
ping experience and provide additional
context to their in-store feedback.
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