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EOvoypapia twv cuyxpovwy
Kataotacswv (ethnography of present
situations)



To avtiKEIHEVO TNG EOvoypawiac
amoTteAEl Eva «AOEI0 OOXEIO»



«Epacitexvikn» diactacn tng
gBvoypawpiac



«The ethnographer may improve, but like
journalism or writing novels, each project starts
all over, and when it is done, it sheds little or no
direct light upon the next effort. Classical
anthropology aspired to be cumulative, but
contemporary ethnography acknowledges it
is amateurish, always beginning anew,
simply because the questions are
interesting. ... There is something incomplete,
even willfully immature, about ethnography for
present situations.”



Av OAol lval v duvapel eBvoypawol Twv
OlKWYV TOUC KOOHWYV (Kal ol avbpwTToAoyol
£lval «EPAOCITEXVEC>) ylati Xxpelaletal va
UTTAPXEL AUTN N EMoTNUN (mMa);



EOvoypapia Kal To YpaWEIOKPATIKO
MAVEMOTNHIO

» To mavemoTnUIo W¢ TOMO Ao oxvpa /
aKPOTTOAELC (emioTnec)

Y& avtifeon n avbpwmoAoyla £xel i VOUAOIKT)
nN0oc = KivnTikotnTa, TpooPaon, TEPLITETEN



«[leplmeTela»

e «AmtavTnoeic» PPloKovTal — 1) TOVAAYIOTOV
avadntovvtal - £, OX1 LECA OTO «KAOTPO» TNC
YVOOTG

e (UC «TAEIOIWTEC» OEYOVTAL VA EYKATAAEITTOVV TN
Oeom tovg, TV aveon

e AVOIKTI) 0€ YV®OT) TTOV TTPOEPYETAL ATTO £EW AITO
Ta «oLVOPA» TN . EBvoypapia etval to uecov
ekuadnong e veag avTtne yvmong

o ITelpaua/ maryviol otn yvwon, mapa
KATAYXWPNOT TNC TIVEVUATIKNG «1010KTNolaC»



Ethnography begins from the assumption that one
is not authorized within the world of a
subject. Ethnography travels light, and in
doing so has the potential to offer not just a
different perspective but also a different mode
of intellectual life, even within the heart of the
university, but more importantly, after university
days are over.
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Human Terrain System

MeTta a0 T0 2005 O
TTOAELO1 0TO Ipav kat
Agpyaviotav

[ToAITIoKT) OTPOPT)» OTO
OTPATO OTO TTAALO10 TOV
«TIOAELOV» EVAVTIOV TNC
TPOLOKPATIOG



Mission Statement

Conduct operationally-relevant,
open-source social science
research, and provide
commanders and staffs at the
BCT/RCT and Division levels
with an embedded knowledge
capability, to establish a
coherent, analytic cultural
framework for operational
planning, decision-making, and
assessment.

anﬁ <http://www.dominionpaper.ca/files/domini
on-img/3980113270_ddif56bc50.thumbnail.jpg



« Evoouatousvorl
avOpworoyor (embedded
anthropologists)

« EOvoypa@ikrn tAnpo@opia
(ethnographic intelligence,
cultural intel)

« H «omAomoinon» tg
eOvoypapiag




Israeli Defense Force... dlaBadlel Deleuze &
Guattari...

....this space that you look at, this room that you look at, is nothing but
your interpretation of it. [...] The question is how do you interpret
the alley” [...] We interpreted the alley as a place forbidden to walk
through and the door as a place forbidden to pass through, and the
window as a place forbidden to look through, because a weapon awaits
us in the alley, and a booby trap awaits us behind the doors. This is
because the enemy interprets space in a traditional, classical
manner, and I do not want to obey this interpretation and fall
into his traps. [...] I want to surprise him! This is the essence of war. I
need to win [...] This is why that we opted for the methodology of
moving through walls. . . . Like a worm that eats its way forward,
emerging at points and then disappearing. [...] I said to my troops,
“Friends! [...] If until now you were used to move along roads and
sidewalks, forget it! From now on we all walk through walls!”’[2]
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«Walking through walls»
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Em6poun (infestation)

Enavanmpoodiopilel 1o peoa
WG TO £EW — TO EOWTEPIKO
TOV OTILTION = AEWPOPOC

H toAn 01 ®g TO HEPOG TTOV
S1eEdyetan 0 TOAELOG OAAA
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OUVEXELA VTTO STAUOPPWOTC
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Case Studies

Adidas

To help Adidas live up to its mussion of encouraging fitness for the masses
we've studied how people around the world prepare for exercise and how they
feel about working out. Numerous product prototypes and a long-term digital

strategy have all resulted from our research.

Read more

Beiersdorf
To ensure stronger market competitiveness for Nivea in Scandmavia we
studied how women feel about beauty and what they expected from daily

beauty routines—and then recommended product prototypes to fulfill thew

needs.

Read more

Carlsberg

To strengthen the relationship between bar owners and the brand, we headed
out to pubs and clubs to study bar owners and their staffs and then helped

created strategic. long-term relationship-building mitiatives

USING THE HUMAN SCIENCES T0 SOLVE
YOUR TOUGHEST BUSINESS PROBLEMS

Order book
Book site
Twitter

Press

«business ethnography»

To help Adidas live up to its
mission of encouraging fitness for
the masses, we've studied how
people around the world
prepare for exercise and how
they feel about working out.
Numerous product prototypes and
a long-term digital strategy have
all resulted from our research.



DANISH MINISTRY OF FOREIGN AFFAIRS

«We traveled to the Middle East to understand
how the Muslim world perceived its power
dynamic with the West and returned with
recommendations for cultural initiatives and
programming.»
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Ethnography is a tool for better design.

Great design always connects with people.
Designers inspire, provoke, validate, entertain

and provide utility for people. To truly connect,
designers need to have compassion and empathy

for their audiences. Designers need to understand
the relationship between what they produce and
the meaning their product has for others.

Enter ethnography.




Good ethnographers don't just
ask questions

They delve deeply into the lives of a few people
rather than study many people superficially.

They holistically study people’s behaviors and
experiences in daily life.

They know what questions to ask and how to
translate large amounts of data into concise and
compelling findings.

They use video and other visual materials to get

their point across. They tell stories instead of just
listing facts.

They make connections. They take the leap from
research to strategy and innovation, working
collaboratively with designers to solve complex
problems.

Good ethnographers combine solid social
science training with business smarts.

A way to use common technologies {such as digital
cameras, cell phones, and the internet) to capiure
athnographic insights in a cost-effective, highly
pervasive manner.

Discussion Guide
A series of questions that the researcher refers 1o
during the research.

Field

The research location or environment. The term
“fieldwork" refers 1o doing research in the research
subject’s natural environment.

Field Notes
Wiitten and visual notas and recordings of what the
researcher observes.

Human Factors (or Usability) Research
A type of research that tests whether people are able

to accomplish certain tasks, often done on a computer |

orin alab.

Observational Research
Covers a range of contextual research methods, from

i casual observation to complex, culturally informed
+ ethnographic research.

! Respondents
+  Aterm for the research subjacts {i.e. the people being

studied).

Images, concepts, prototypes, or other tangible items
to which a respondent can react during research.




RAPID ETHNOGRAPHY

Typically, designers need answers in hours not months. So, a variant of
conventional ethnography — Rapid Ethnography [11] - may be a more appropriate
technique for creative design practice. Rapid ethnography is an efficient and
effective way to achieve a relatively deep understanding of peoples’ habits,
rituals and meanings around relevant activities and artefacts. The resources
required to conduct ethnographic research are not insignificant in terms of time
and personnel commitments. Therefore, product designers

need to be able to define exactly their goals and operational framework prior to
commencing a rapid ethnography. Rapid ethnography is based on three key ideas:

e Narrow the focus of the field before entering. Zoom in on the important
activities and make good use of the key group members.

 Use multiple interactive observation techniques to increase the likelihood
of discovering exceptional and relevant user behaviour.

- Make use of collaborative and computerised iterative data analysis methods



B-SCHOOL Vs D-SCHOOL

b  weens 0P

Use quantitative marketing Use ethnographic observa-
tools, relying on survey data tion to understand custom-
and demographics ers in their 'natural habitats’
h LEADERSHIP ’
Learn public speaking and Learn how to lead brainstorm-
employee messaging, receive ing sessions, manage creative
personal coaching teams and accept feedback
.GG. OPERATIONS -L

Learn operations skills such Learn how to design business
as managing a supply chain systems and even upend the

supply chain model

BUSINESS . A‘

PLANS
Use traditional models to Use a broad range of models,
brina nroducts and services such as nublic-private
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D-school (“Forget B-school, D-school is
hot”
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Forget B-School, D-School Is Hot

'Design Thinking' Concept Gains Traction as More Programs Offer the Problem-Solving Courses
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By MELISSA KORN And RACHEL EMMA SILVERMAN

Forget b-school. These days, d.schooal is the place to go.

Stanford University's d school—the
Hasso Plattner Institute of Design—has
gained recognition in recent years for
infroducing the trendy, but murky
problem-solving concept known as
"design thinking" to executives, educators,
scientists, doctors and lawyers. Now
other schools are coming up with their
OWn programs ARTICLES

1 AirAsia Flight Data
Analysis to Begin

FINANCIAL NEWS

Popular Now What's This?

Design thinking uses close, almost
anthropologic al observation of people to
gain insight into problems that may not be
articulated yet. For example, researchers
may study the habits of shoppers waiting
to pay for groceries in order to create a
more efficient checkout system that
maximizes last-minute purchases while

2 How to Look
Smarter







WHAT is the empathize mode

Empathy is the foundation of a human-centered design process. To empathize, we:
- Observe. View users and their behavior in the context of their lives.
- Engage. Interact with and interview users through both scheduled and short ‘intercept’ encounters.

- Immerse. Experience what your user experiences.




Inyn:
https://dschool.stanford
.edu/groups/ki12/wiki/3
d994/Empathy_Map.ht
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METHOD

EMPATHY MapP

WHY use an empathy map

Good design is grounded in a deep understanding of the person for whom you are designing. Designers
have many techniques for developing this sort of empathy. An Empathy Map is one tool to help you
synthesize your observations and draw out unexpected insights.

HOW to use an empathy map

UNPACK: Create a four quadrant layout on paper or a whiteboard. Populate the map by taking note of the
following four traits of your user as you review your notes, audio, and video from your fieldwork:

SAY: W hat are some quotes and defining words your user said?

DO: Mhat actions and behaviors did you notice?

THINK: ~ What might your user be thinking? What does this tell you about his or her beliefs?
FEEL: What emotions might your subject be feeling?

Note that thoughts/beliefs and feelings/femotions cannot be observed directly. They must be inferred by

paying careful attention to various clues. Pay attention to body language, tone, and choice of words.

IDENTIFY NEEDS: “Needs” are human emotional or physical necessities. Needs help define your design
cha”enge. Remember: Needs are verbs (activities and desires with which your user could use he|p). not
nouns (solutions). Identify needs directly out of the user traits you noted, or from contradictions between
two traits - such as a disconnect between what she says and what she does. Write down needs on the side

of your Empathy Map.

IDENTIFY INSIGHTS: An “Insight” is a remarkable realization that you could leverage to better respond to
a design cha“el\ge. |nsighl5 often grow from contradictions between two user attributes (either withina
quadrant or from two different quadrants) or from asking yourself “Why?” when you notice strange
behavior. Write down potential insights on the side of your Empathy Map.




THIS MONSTER
1 1S KILLING e

MINERS .
oF JANUS v/ *qg@

. ,:1 K.L‘:-l IT ! "/\(L?

J1 .

* A0 ev00OKOMNON
OTNV «EEWOKOMNOT)»

- Empathy deficit

- Empathy adventurers

« Empathy experiment

« Empathy museum

Outrospection - Roman Krznaric
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] human
terrain

http://ethnographymatters.net/blog/2012/01/13/does-
corporate-ethnography-suck-a-cultural-analysis-of-academic-
critiques-of-private-sector-ethnography-part-1-of-2/

(p.- 49) (p. 63)


https://www.youtube.com/watch?v=ZvaZFqNIYjQ
http://www.sidewaysfilm.com/human-terrain/
http://www.aiga.org/ethnography-primer/
https://bizalchemy.wordpress.com/2012/12/11/empathy-the-power-of-outrespection/
http://dschool.stanford.edu/classes/
http://www.vho.org/aaargh/fran/livres9/humterrainhandbo.pdf

TeAoc Evotntacg



Xpnuatodotnon

« To mopov eKmaldeUTIKO UAKO £xel avarmtuxfel oto mAaiowo Ttou
EKTIAULOEVTLKOU €pyou Tou SLbdokovta.

« To £pyo «Avolkta Akadnpaikad Madnupata oto Maveniotipo Oscoaliog»
EXEL XPNHOTOSOTNOEL LOVO TNV avadlapopdwaon Tou eKMOLSEUTIKOU UALKOU.
To €pyo ulormoleitat oto mAaiolo tou Emelpnolakol MpoypAppotog

«Exmaidevon kat Awa Biou Mabnon» kat cuyxpnuatodoteital amd tnv
Evpwnaikn Evwon (Eupwmaikd Kowwviko Tapeio) kat amo eBvikolg mopoug.

EKMAIAEYZH KAl AlA BIOY MAGHZH - EZ"A

enévdyon 6Tny Kowwvia Tne ywene |

*
* 4k

Evpwmaikr Evwon
Evpwnaiké Kovwviké Tapeio < i oz
Me tn ouyypnuatodétnon g EAAGSag kat tng Evpwnaikii¢ Evwong




2NUelwpo AdeLodotTnonc

To mapov UALKO StatiBetal pe Toug 0pouc TN adelag xprnong Creative Commons Avadopad, Mn
Eumopwki Xpnon, MNapopota Atavoun 4.0 [1] ) petayeveotepn, Aebvn¢ Ekdoon. E€atpouvtal Ta
QUTOTEAN €pya TpltwV TL.X. dwToypadieg, Staypappata K.A.T., TO OOl EUTIEPLEXOVTAL OE QUTO
Kol Ta omoia avadEpovtal pall Le TOug OPOUG XProng Toug oto «Xnueiwpa Xpriong Epywv

Tpltwv».
ooRe
BY NC SA

[1] http://creativecommons.org/licenses/by-nc-sa/4.0/

Q¢ Mn Epmopikn opiletal n xpnon:
miou Sev MepNAUBAVEL AUECO 1} EUUECO OLKOVOULKO OPEAOC Ao TNV XPHon Tou €pyou, yla To Slavouéa
TOU £pyou Kol adelodoyo
Tiou Sev meplAapfavel olkovouLkr) cuvaAiayn wg mpoinobeon yla tn xprnon n npocBaocn oto €pyo
mou 8ev mpoomopilel oto Slavopéa Tou €pyou Kol adel0d0X0 EUUECO OLKOVOULKO OdeAog (TT.X.
Stadpnpuioelg) amo tnv npoPoAr tou £pyou og SLaSIKTUOKO TOTIO

O Skaouxog Hmopet va TapéxeL otov adelodoxo EexwpLoTr) AdELa va XPNOLLOTIOLEL TO £PYO YL EUTTOPLKN
xprnon, epocov auto tou {ntnOeL.



