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Exnegraphy

Consumer-Created Immersion—Delivered to your Deskto  p
Ex-The Drawbacks of Traditional Ethnography
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“...Exnography with LIFEbytes Online  © is as immersive as it gets without being part of th e family.”
Director, Marketing Research, CPG Multi-Nation  al




Ethnography—The Good and Bad

Business has a love-hate relation-
ship with ethnographic research. It
is a proven, powerful producer of
insight and resulting new products
and services, but there are consid-
erable drawbacks that keep it from
wider use:

* Very high cost

* Can appear planned/artificial

* Moderator intrusion/bias

* Time-consuming

* Staff time in the field

* Hard to share the experience

Introducing Exnography

Exnography from LIFEbytes
Online (patents pending) was in-
vented in order to minimize those
drawbacks and to make ethno-
graphic research more widely-used
and accessible.

Exnography is consumer-
created ethnography. = Consumers
will give you an immersive experi-
ence into their lives as they:

* Create a shopping list

* Go shopping

* Use a product/package

* Plan a purchase/project

* Eat outside the home

* Check blood sugar on the go

* Travel

* Clean the bathroom

* Or (almost) anything you want

Respondents record these activities
when they normally happen—not on
a moderator’s schedule.

Your consumers might record them-
selves over a period of a day or two,
or perhaps weeks in the case of a
home-improvement project, a diet or
using a new product or service.

Imagine the cost of using a modera-
tor for lengthy studies. In this eco-
nomic climate, Exnography can
deliver the immersive experience
your team needs at a cost you can
afford.

Although there are situations where
moderators are invaluable, Exnogra-
phy adds a level of consumer im-
mersion not possible with moderator
-led research.

To add to the uniqueness of Ex-
nography , the resulting video will
be delivered to your desktop via the
patents-pending web-based portal
LIFEbytes Online .
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A Powerful Combination
Exnography
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With LIFEbytes Online , users per-
form an online ‘Google™®©-like’
search of verbatim transcripts from
interviews, browse the synopses of
the resulting video clips and
download them to their desktop with
a single click. The video can be im-
mediately dragged into any kind of
document. It's easy to share first-
hand insights with management,
colleagues or customers.
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Exnography
+
LIFEbytes Online

Consumer-Produced Immersion.

Delivered to your Desktop.

Bill Robson
Office: 717.394.2500
Cell: 610.888.0739
Bil.LRobson@LIFEbytesOnline.com

Contact:
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