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1 Introduction

When young men drop out of school or college they often do so as a conscious act of rebelion
agang culturdly accepted ways of living. By forming their own counter-culture they can be said to
be exercising their ethnographic imagination about how life, behaviour and identity could be different
(Willis2003). The same kind of imagination is required by designers of new computing and
communication products when examining ethnographic descriptions of lives and cultures as they
work today. They must look through the present system, to future waysin which people might
transform and enhance their lives with the aid of new technology. They must see possible acts of
rebdlion.

In this paper we consider how this kind of imagination can be deliberately nurtured, fueled and
directed in the collection and use of ethnogragphic findings. Thisis akey question for the practice of
what might be called design ethnography or contextua design (Salvador, Bell & Anderson 1999,
Beyer & Holtzblaiz2002). The extrapolation of current to future ways of living isacentral concern
of these disciplines and amgor chdlenge to their effectiveness in specifying new technology
requirements (Andersen 1994, Jirotka & Wallen 2000). The further extrapolation of requirements
into new designs, technologies and business proposals is another challenge which remains largely
undocumented. We will argue that these two trgjectories for ethnogrgphic findings are intimately
related, and that one way of building their momentum isto do ethnography in the context of amulti-
disciplinary investigation and team.

Our experience is drawn from an ethnographic sudy of media use in India, in which we visted 24
familiesand 5 village chiefs. Families were chosen to represent a cross section of Indian society in
metropolitan, urban and rurd areas in the north and south of the country, and awide range of media
practices. The study was embedded in a broader investigation of printing and imaging opportunities
in India, involving design, technology and business research conducted in pardld. This embedding
led to a number of transformations to the ethnographic research process which made its findings
more useful for design. With hindsight, these can be seen as techniques for fueling the ethnographic
imaginationas it was exercised by dl members of the teeam. Some of these techniqueswill now be
illustrated with examples from the study.

2 Five approachestoinvention

Before discussing the ethnographic study, it is necessary to explain its place in the broader process of
invention within Hewlett Packard. Invention is important to HP and happens to be the catchphrase of
our corporete identity (‘invent’). How then do we go about inventing new technologies and
businesses for our current and future cusomers? In fact, we do what most large technology
companies do by adopting four pardld approaches to invention. Our business divisons use market
ressarch projections to estimate the sze and vitdity of future busness areas. They adso employ
desgners to design new ways of syling and combining exising technologies to improve cusomer
experience with our products and services. More disruptive techniques are used in our corporate
research labs. Technology research is used to push the envelope of existing technology, and generate
technicd innovations which will enable entirdy new ways of solving customer problems. User
research is aso employed to ind uses for these innovations or discover un-solved problems that
technology could help with.

When things are going well, the findings from one gpproach begin to ‘gd’ with those from another.
For example, atechnologica breskthrough might dign with alarge market opportunity, with minima
design impact on the product. More typicaly, thefindings of each approach do not dign, or are not
generated together, so that many good ideas in one areasit around waiting for conditions in the other
areas to dange. This is naturd, but more problematic when trying to invent for markets whose
dynamics are relatively unknown, or whose user needs and design preferences are unclear or where
high technology is not yet dominante— as in the emerging markets. The trgectory of western



technology and products may smply not be gppropriate to the east, S0 the user and business
conditions for them may never materidise. Hence the importance of design ethnography in
describing the culturd context for technology, in a way which is useful for new designs (Salvador et
a 1999).

Perhaps because of the chdlenge of inventing for the emerging markets, or because of our own and
other's success in combining elements of the four approaches in the past (eg. Frohlich Dray &
Siverman 2001, Hofmeester & de Charon de Saint Germain 2001), we decided to explore a new
research paradigm in which each approach & represented equdly. This can be seen as a fifth,
hybrid, approach toinvention whichwecal contextud invention. We put together amultidisciplinary
team representing the disciplines of ethnography, design, business and technical research and set
about planning an early investigation of printing and imaging opportunities in India The team was
based in HP Labs Bangdore, and included loca consultants as wel as HP daff (see
acknowledgements list).

Our philosophy was to lead with an ethnographic study that would serve as a source of inspiration
and indght for the other three disciplines. A working model of the research process is shown in
Figure 1. All members of the team were involved from the start and helped to formulate and conduct
the ethnography up front. The topic of the ethnography was media use as described below. From the
initial data set of ethnographic materias we generated provisiona observations about media-related
behaviours and a list of unmet user needs. These were then used to generate point product and
service conceptswith a view to identifying promising clusters of idess.  We expected these clugters
to indicate business opportunity spaces which could be explored more thoroughly by other methods,
induding showing the concepts back to the origind participantsin our fieldwork.
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Figurel  Contextud inventi on reaearch process

Although this process gppears quite linear and rationd in character, with one stage following another
in sequence, it was actudly more iterdive than this. Each individua investigation was influenced by
the multi-disciplinary context, through the presence and paticipation of experts from other
disciplines. Those people were aso carrying out their own reading and research in pardld with the
fildwork and braingorming, which itsdf affected the way that they thought about media. This
persond influence was particulaly strong on the ethnography, since al members of the team took



part in the fieldwork and contributed to the analyss in different ways. They were also motivated to
ensure that the results of the ethnography were useful to their subsequent investigations. Since those
investigations concerned the design of new technologies, products services and business models, it
was necessary to make the ethnography as forward looking as possible, and to use its findings
imaginatively.

3 Framing the ethnography

Choosing a suitable topic of study which would be fertile for design turned out to be surprisingly
difficult. The topic had to relate to the technologies we were trying to impact within HP, namey
printing and imaging technologies for this study. However, we could not Smply examine the use of
printers, scanners, cameras and so on within India, snce many of these product categories have low
penetration and meaning for the larger Indian society. In addition, we were hoping to generate ideas
for products or services lying outside these traditiond categories.  So the topic had to relate to an
underlying technicd competence in the handling of image and other media, but in a way which
participants could understand and discuss as part of their everyday lives. In the end we chose to
examine ‘mediause’ in India, defined very broadly as the use of multiple channels of communication.
Our sphere of interest therefore encompassed mass media such as TV, newspapers, cinema and
radio, and more intimate personal media such as the telephone, face to-face conversations, |etters,
music and even handicrafts. As we got closer to defining these more precisely and formulating
research and interview questions about them, we found it useful to draw on exigting business and
design definitions of media. This was a first step in ensuring a common language for what we were
studying across the team.

A spexific business influence at this stage was on the recruitment of participants in the sudy. Having
decided to take families as our unit of analyss and conduct interviews in and around their homes,
there was much discusson of what sample of families to involve. The ethnographic requirement was
to cover a spread of lifestyles which refleced the diverdty of media practice n India We adso
wanted families who would be willing and able to host us, to engage honestly with our questions and
follow our indtructions. The business requirement was to track how representative these families
were of the Indian population, and to skew the sample in favour of the most promising consumer
segment for media products and services. Our research partners a Probe Quditative Research
helped us reconcile these different views by carrying out a new market segmentation of Indian
households by sodo - culturd region (SCR) and media exposure.

An exiging dassfication of SCRs sharing a common language and culture was clugtered by the level
of peneration of mass media devices and content streams. This segmentation adso happened to
correlate with sodo-economic class. We then sdected families from two contrasting levels in the
middle and top of the spectrum (‘media light’ and ‘media heavy’ respectively), avoiding families at
the bottom of the spectrum who might not be in a podtion to benefit from new media services
because of a lack of infrastructure or money. Families could then be selected from particular regions
with some confidence in the type and size of the population they were representing from a market

perspective.

Further socid factors were introduced later to balance the sample for location (north and south
India) and lifestyle (metro, urban & rurd). We dso administered a screener questionnaire to identify
the spread of media practicesin individua households, and ultimately recruit both high and low media
families. Practical factors such as how far away the fieldwork locations were from potentid hotel
bases, the time and working paterns of families, and their willingness to take pat were dl
consdered in the find sdlecion. This was only possible because of the good locd rdationship
dready established between Probe Qualitative Research and a cross-India pand of families they
maintan for research purposes. A figure of 24 families was arrived a out of a compromise between
a much larger number that could have been interviewed, advocated by the business staff on the
project, and a much smaler number, preferred by the ethnographers.

Design and technology consderations came into play when planning the fieldwork methodology and
interview questions. To maximise the usefulness of the study for technol ogists we attempted to cover
the use of as many domestic media technologies as possible, including the TV, telephone, radio, PC



and internet. Some discusson arose as to he feashility of covering shared community media
technologies such as telephone booths, cinemas and rdligious festivals. This led us to discuss these
latter forms in the context of the home vidts, around a ‘media map’, showing where media were
consumed in relation to the home. An example of such a map is shown in Figure 2. We also made
efforts to tour village and urban locations in order to take photographs of media centres, and
interviewed village elders or chiefs about the provison of media services at the village levd.
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Figure2  An example media map for one family showing the location of media consumption, in
and out of the home

The designers  requirement from the ethnography was less about capturing a picture of technology
use or even media practice in India, and more about absorbing the lifestyle and mindset of Indian
people. To this end we built in alifestyle section into the opening of the interviews and developed a
number of techniques for recording aspects of life before and after our visits. These techniques can
be seen as cultura probes, as defined by Gaver, Dunne & Pacenti (1999). They included a camera
probe, a media diary and what we called psychic postcards (see Figure 3).

Figure 3 Culturd probes used in the gudy (camera, media postbox, and psychic postcards).

Hence, andogue cameras with a 36 exposure film were given out to families ahead of our vigt with
the ingruction ‘Show us how you live'. The resulting photographs were shown to families at the
opening of the interviews, and families were asked to talk through about 10 images sdlected by us.
This dlowed us to collect more spontaneous and intimate photogrgphs of family life than could
otherwise have been recorded on our visits, and dso elicited a rarge of explanations of family rituds
and behaviours that would have been missed by focussed questioning. A media diay was
developed in the form of a postbox and a set of media activity cards. Family members were asked to
fill in a card corresponding to particular media activities such as weatching televison or reading a



book, every time they performed that activity during the week following our visit. The card recorded
what the content of the activity was (e.g. TV programme), who performed it, and when and where it
was performed. Cards could be completed with the help of loca representatives, and were posted
into the locked box for collection at the end of the week. In addition, sdf-addressed postcards were
left with families for anyone to fill in and post back to us a will. These contained somewhat
provocative questions about the way people behave or think. For example, one question asked
‘What do you do when you fed londy? while in another, respondents were instructed to  Describe
something thet isamystery to you'. In generd, these were designed to uncover emotiona states that
might give desgners a clue to the respondent’ s personality or mindset.

To further expand the range of materials collected from the fieldwork we planned a home tour in
which we documented media artefacts and home architecture in photographs. Taken together, these
design considerations led us to collect a wider range of ethnographic materids than we would
ordinarily have recorded in the course of studying media-rdated behaviours. We dso came to
aopreciate that the materials themsdlves were being collected as design resources in their own right,
rather than as a means of producing an overarching ‘andysss.

A find modification of the fiddwork for desgn was probably the most sgnificant of dl. We
dlocated the last hour of each three-hour home vist to a forward-looking discusson of lifestyle
futures. This began with a number of generd questions asking about persond and family aspirations
for the future, and went on to invite families to speculate on the role o technology in meeting such
agpirations. We fdt it was important to give people the chance to say directly what new technologies
they would like, if they had a view.  This became a chance for them to exercise their own
ethnogrgphic imaginations, unprompted by our own ideas and to air their views on technology in
genera. We then went on to prompt for reactions to our own imaginings, based first on what we hed
been told in the current vigt and then in previous vidits. Thiswas an ‘empty’ dot in the interview
schedule that relied on us thinking up technology ideas on the fly. For the current family we would
try to connect what we had learned about their media use and interests to new, or Smply missing,
media technologies they might like. Once those ideas ran out, or ran aground, we would introduce
ideas accumulated from other visits, about the kinds of technologies other familiesliked. Inthisway,
design idess could surface within a single visit and be followed up in subseguent vigts in the series.
We cdll this technique concept feedforward, and see it asaway of applying ethnographic imagination
within the interviewing process itsdlf.

4 Design-oriented analysis

Given the am of our sudy ard its place in the wider design process, it was important to sustain its
desgn orientetion in the andyss of findings (see again Figure 1). Furthermore, because the
designers, business andysts and technologists were continuoudy engaged on the project, there was
an urgency for them to begin working on design concepts as soon as possible after the fie dwork,
without waiting several months for the ‘results. Thisled usto adopt an aggressive target for the first
haf of the andyds, and a design-oriented attitude for the rest. Our target was to have “50% of the
andyds done by the end of the fiddwork”, and then to conduct a more careful examination of the
data with an eye to its implications for design. We can best illustrate how each of thesetwo phases
of analysis worked with some examples.

4.1 Phasel analysis

This andys's was done manly during the fieldwork period. It was based on live observationsin the
fiddwork itsdf and debrief meetings we held after each vigt. In fact the debrief mesetings were an
opportunity for pairsof interviewersto reflect on their impressions of the day, and to document their
conclusions. They recorded the results of feedback on any concepts presented to families, together
with about three key observations on media use and three new product idess for the family itsalf.



This was therefore a second occasion for interviewers to exercise their ethnographic imaginations,
thistimein the more relaxed circumstances of a hotdl bar.

The results of one of these meetings are shown in Table 1. These obsarvations and insghts relate to
the Chandigargh family whose media map is shown in Figure 3. Taken together, they give a quick
impression of some of the media characteristics of the family, and serve as reminde's for what the
family told us  Although we sometimes found it difficult to separate observations from design idess,
as in the second two design ingghts in the table, the distinction was useful in forcing usto try. This
same sort of distinction was presarved in afind technigue used to summarise design lessons across
the interviews. At the end of the exercise, we generated separate worksheets for individua user
needs and design concepts to emerge from the fiel dwork.

An example user need sheet is shown in Table 2. This describes a persond or family need arisng
out of an ethnographic observation. The need applies to a particular activity performed by a certain
user group. The example shown picks up on ingght 2 in Table 1 which actudly describes aproblem
of phone sharing. Telephone owners, such as those in the Chandigargh household represented in
Table 1, told us that they found it difficult to pay their phone hills because so many friends and
relatives came into their house to ‘borrow’ the phone. Thisaso led to irritation in having to answer
incoming cals for borrowers and relay messages to them. The need represented in Table 2
describes the cost part of this problem and refers to the concept of a cal monitoring device as a
possble solution. Other solutions are dso possible, even though they are not listed here. For
example, a borrower could use a persond phone card to have cdls hilled directly to his or her
account. Henceit is useful to distinguish between the core need and a variety of solutions that might
be designed to addressit. Viewed the other way around, a new product or service concept might
satisfy multiple needs, which may or may not have been observed in the data.



Key Description
observations

on media

practice and

vaues

1 No radio stereo system in the house (any only audio media). TV was
compensating for the lack of it-any music channd would be switched
ononly if nead be.

2 TV, phones were the dominant media used in the house by everyone.
Vey little use of any other media. No magazines, not much
Newspaper.

3 Busy schedules of children they did not have too much time for
themsdlves except for couple of hoursin the evening, when they
could go out and play (indoor games nat too exciting concept of
videogames was interesting to them though)

4 Aspiration of family members that the children get educated on
computers.

Key design
indghts
(requirement
and solution
idess)

1 Inexpensive, low cost way of learning the computer — for children,
would help enhance their future.

2 Phone in the house used by community-neighbours, acquaintances
etc. for incoming and outgoing cals. Causad irritation, cost and some
tension. Some better way of sharing the phone, and conveying to
othersthat they had a call without having to go and call

3

Their community al householdsin that lane, and beyond- was very

much a part of their everyday life, like extended family. Any device
that catered to the entire community, that could be of useto dl, the
cost of which could be shared seemed to have potentia

Table1l Observationsand insgghtsfor one family recorded on a debrief sheet




Need Name: T el ephone cost monitoring

Date:15.7.03

Taget User:

Phone owners

Target Activity:

Monitoring the cost of use of a telephone

Ethnographic Observation:

We found severa telephone owning households who had
disconnected the telephone. This was because the cost of using it had
grown too high. When we explored this, it turned out that the
sharing of the phone with extended family, friends and neighbours
hed inflated their own cogts of using it.

Need:

A technicd method of accurately monitoring cal durations and
cogsfor the telephone would help families adjust the use of the
device. A publically visble display of the cost & the end of the
cdl might encourage nor family members to leave a donation.

In fact we found one household who had ingtaled such a monitor
on their phone (JRH?).

This need might apply to other shared devices or servicesthat
incur time-based use cogts, such as internet connection.

Possible Concept solutions: Cal monitor device for the telephone
Originator(s): David Contributor(s):

Table2 Anexample User Need Sheet for telephone cost monitoring

An example concept sheet isshown in Table 3. Thetdephone monitoring device suggested in Table
2 isdescribed in further detail, and points to the possible benefits and technology involved. Although
not spelled out in the description, this device might also be used to record incoming messages for
borrowers. In this case it could incorporate an answering machineto allow messages to be recorded
automaticaly from numbers that are not known to the family. This idea could be documented
separately or incorporated into the current concept. Broader design ingghts are also evident here.
These include the idea of designing persond technology for shared use, since familieslive in extended
groups and communities in Indiawhere persond property isfreely shared.

Name of Concept: Telephone Monitoring Device

Date: July 25" 2003

Corresponding Need:

Phone cost monitoring

Description of Solution:

A device which plugs into a conventiond telephone line and
telephone and is able to record the duration and cumul ative cost of
outgoing cdls. Cogt rates would be adjusted in accordance

with the service provider tariffs to different outgoing number
regions. Thefigure for the moment-by-moment cost of a cal would
be displayed on alarge LCD display on the device.

Benefits

The cost of calls would be made visible to both the owner and
the borrower of atelephone, encouraging borrowers to make a
donation covering cogts. Thiswould alow owners to monitor and
control telephone operating costs and keep their phone connected.
Possible technology: STD booth software ?

Originator: David Contributors:

Table3 An example concept sheet for a telephone monitoring device



Although these are crude representations of requirements and concepts by any standard, they
proved useful in accelerating the usud andys's process and its culmination in recommendations for
desgn. Asan indication of this, we were able to hold ateam design meseting 7 working days after
the last fiddwork visit to review 30 user needs and 62 design concepts. The advantage of this
strategy was that it put alarge number of design ideasinto circulaion within the project. These could
then form the basis of further work and thinking. The disadvantage was that we had no way of telling
which were the stronger requirements or idess at this stage, since the careful work of cdlibrating
individua insghts againg the weight of comments in the interview corpus had not yet sarted. Nor
had the work of understanding media use and Indian life a alevel beyond our first impressonsin the
interviews themselves. It isto this andyss that we now turn.

4.2 Phase 2 analysis

In this phase of andyss we returned to data collected within each part of our home visits relating to
lifestyle, media use and future technology idess. The user needs and concepts generated in the first
phase served as hypotheses to test in the second. In addition, the detailed analysis served to provide
abetter platform of description from which new needs and concepts could be generated. These two
aspects of the anadysis proceeded in pardld.

For example, lifestyles across the sample were summarised in individua family profiles. These
described family Stuations and routines, drawing on the extensive set of photographs taken by them
and us. Profiles could be browsed by some of the recruitment criteria such as North and South
India, or Metro, Urban and Rural settings. Media maps and debrief comments were included in
these profiles so that behaviours and insights could be compared across categories.  Inthisway, a
finding about telephone sharing in one interview could be compared with amilar findings from other
interviews. Just by reading across the profiles, it was possble to get a sense of how often a
particular observation made in Phase 1 was repested, and what different formsit took. Over and
above these comparisons, the family profiles could be read smply for design inspiration. Thuswe
found that particular details of the lifestyle descriptions would capture our imaginations in different
ways. For example, it was mentioned by some families that men in the villages tend to congregate in
groupsin the evening to discuss loca issues and globd politics. These seemed to us to be places
where technology might be applied somehow torecord decisons or provide background
information. The need for such support would then become an andytic question, while the method
and kind of support would become a design question.

The extensive discussions of media use were used to generate descriptions of media practices across
the sample, and aso to understand proposed user needsin more detail. This can beillugrated with
respect to telephone use. Thus we found that the telephone was vaued very highly, even by families
who did not actualy own one. This seemed to be related to the strength of the family asan inditution
in India, and the patterns of mohility for family members when then get married or look for work.
Traditiondly, daughters leave home to live with their husband' s family when they get married, while
sonsstay a home. This resultsin extended joint families containing parents, sons, sons' wives and
children, and any daughters who have not yet left home. Significantly these familiesdl havetiesto
ther distant daughters who may live many milesaway. A further factor in the separation of family
groupsisthe availability of work, which may drive sons or daughters to live away from home for



extended period of time. Some may even emigrate to take up new opportunities abroad.  So there
are often digant family members, who can only be contacted by telephone or letter. Furthermore,
the telephone was by far the preferred medium for keeping in touch, asindicated in the following
quote:

“I prefer to use the phone.. it's expensive but you get the reply there and then. A letter will take 3
days to reach and then the answer will take another 3 days to come, whereas in a telephone you can
talk there and then in 5 minutes’.

Even in places wheretraditiond joint families didn’t exist, we found that the telephone was used to
maintain links with distant children who had moved to set up nuclear families, or to coordinate
relationships and meetings with extended family and friendsin amore loca area. Mobile phones
gppeared to suit this latter context particularly well. A find use of the phone was for emergency
cdls. Even though these might not be made very often, the phone offered the security of knowing
that emergency services could be cdled a short notice if required. Thus the vaue of the phone was
perceived to be very high. So much so that one participant likened its remova to a bereavement:
Interviewer: “If we take the phone then how will you dl fed ?’

Respondent: “If it gets spoilt then it becomes like thereisafunerd. If it

is OK, thereis happiness.”

Given thisdrive to talk over the telephone, it appeared to be a matter of convenience and cost where
the activity was performed. Publiclong distance call booths offer one option, but do not alow the
cdler to receive incoming callsat home.  People preferred to have their own telephone but often
could not afford it. Sharing aneighbour’s phone turned out to be a good intermediate option,
because it might be closer than apublic cal box and could aso be used to receive cdls, given the
willingnessof the neighbour to take messages. It wasthis dynamic that led to the problem of phone
sharing reported by various telephone ownersin our sample (see again Table 2). This problem was
made worse for some owners by the fact that it was not socidly acceptable to ask for money for
cals made by others. In fact, there was aless forma exchange system in place, whereby favours
werereturned inkind - leaving ashortfal in money:

“No we don’'t take money, in thisvillage thereis no rule like thet.. They cone here to make a phone
cdl and tomorrow we may have some other work with them”

All these findings begin to address the reasons behind phone sharing as a phenomenon, and their
implications for design. In the process of chasing down these reasons, new indghts and design ideas
emerge dongsdetheinitia idess generated in the fieldwork period (see again Table 3). For
example, receiving incoming calls gppears to be a big motivation for phone borrowers, and thismay
create an additiona problem for phone lenders. This highlights the value of message natification and
recording on shared telephones. By conducting the ethnographic ‘analys's in the context of adesign
project, such consderations become part and parcd of the analysisitsaf. Soin this case, message
taking would become a media behaviour we might look a more closdy because of our design
interests.

Jugt occasondly in this process we would discover afamily or individud using atechnology solution

we had predicted would be useful before our encounter with them. This then became an intensive
focus of discussion in theinterview, and a case study for later andyss. This happened in the case of

10



the telephone monitoring device proposed in Table 3. One family in avillage outside Jaipur had
ingtdled such a device on their home telephone line (see Figure 4).

Figure 4 A tdephone monitoring device discovered in avillage home. The device is mounted on the
wall above the telephone.

The eder brother of the household was working away from the village in atown, and had brought
back something which he felt would help his family manage the use of their phone. Although we
couldn’t speak to the missing brother, his younger brother and mother explained the functiondity to
us, and some of the benefits as they saw them We haveincluded it herein some detail to show how
certain discoveriesin the interviews can illuminate more generd design issues for the larger
population. In fact, this discusson validates the concept of cost monitoring, and flags a problem of
taking messages for unknown peoplein the village.

Brother: “The phoneislocked Children keep fiddling thet iswhy we lock it”

Interviewer: “So what isthisthing?’ (display)

Brother: “Thisisfor the calls which come from outsde. The number it gets displayed” (cdler ID)
Interviewer: “Why did he (older brother) get thisthing? How did he get the idea?’

Brother: People who cdl up, trouble... They cdl and say cal this one, and when we don’'t know
them, how can we call them? They just trouble us”

Interviewer: “And whet is this?’

Brother: “The earlier cdlsthey dl get recorded in this. Before this the cal had come from this
number. They cometill about 2-3 days earlier” (incoming number record).

Interviewer: “If with this you got something by which you could come to know how much money you
have spent then —

Mother: “It comes!”

Interviewer: “ Show me where it comes’

Mother “In this, the amount of money which is spent aso comes. He presses some buttons and then
it comes. | don't know how to do it”

A find boost to the process of looking towards future ways of living was given by our technique of
concept feedforward. By going back to the record of these discussonsin the interviews, it was
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possible to trace the origin and evolution of a new product or serviceidea.  In connection with the
telephone, we discussed a number of future enhancements with families who seemed to vaue the
telephone highly. In generd, the idea of asynchronous extensions such as fax or voicemail did not
have much apped. However, the idea of seeing live images in a synchronous cdl generated a
number of positive responses. These were usudly related to experiencing the presence of distant
relatives more effectively, but sometime incorporated other reasons and idees. In the following
example, the interviewee thinks of using a videophone facility not only to see the other parties, but to
show them domestic scenes, items and photographs. In addition, they imagine a called number
record smilar to the one supported by the device in Figure 4, but in images. Thisis seen to be useful
for monitoring and responding to missed calls:

Respondent: “We can see our relaives in Bombay ...and show them our house”

Interviewer: “What ese would you like to show?’

Respondent: “Gold jewellery and photos. Also we could know who has caled. When people make
blank cdls you will know who it isand no need to answer the call”

One problem with these kinds of reactions and commentsis that they tend to differ between
respondents, and may not be based on a clear and consistent understanding of the concept in
question. Asaresult, theirimportanceand status isunclear.  Thisis particularly true here, where the
same concept is not presented to everyonein the sameway. By definition, our technique encourages
spontaneous generation of concepts by respondents and interviewers dike, and can only
feedforward new idess after they have arisen in thisway. This presents another andytic problem
which is more common to focus groups than to ethnography: namely the interpretation of reactionsto
product concepts (Nielsen 1997). The solution to this problem is not to take concept ideas and
reections a face vdue. Cader (1977) points out 3 ways of looking at them which are useful here,
They can be seen as exploratory findings or hypotheses for further research, subjective revelations
for akind of clinicd interpretation, or Smply phenomenologica ingghts into how potentid customers
seetheworld. Some of the further research and interpretation that might be gpplied involves
comparing Smilar comments and looking for corroborating evidence of underlying preferences and
motivations. In the case of reactions to a videophone, we found a number of respondents expressing
the same interest in feding closer to their telephone partners through seeing their faces. These
sentiments a so agreed with amore generic preference for face to-face interaction over other forms,
and an attraction to multimedia simulation. For example, we found that cobur televisons were
generdly preferred to black and white ones, even in cases where the viewer had to compromise on
programme selection. Thisraises the intriguing possibility that the domestic videophone, a the right
price, might fair better in the East than in the West, because of a better fit to the culture and

psychology of its people.

In the next phase of our project, we are considering yet other ways of drawing on our existing
ethnographic datafor design. Wewould like to make it available more broadly within HP, to
educate designers who may be working on products for India or other emerging markets. But we
do not yet know how to do this. We have aso gpplied a number of business and technology filtersto
the current pool of design idess, in order to develop those best digned with HP sinterests. This
prioritises someideas and activities over others. For example, it hgppens to exclude the telephone
ideas mentioned above, in favour of others more directly related to printing and imaging technologies.
All this affects the rd evance and focus of ethnographic andys's, and its relationship to other forms of
andyss going on around it.
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5 Conclusions

We darted by promoting the use of ethnographic imagination in design ethnography, whereby
researchers look for ‘possible acts of rebelion’ in the lives of their participants.  To help them look,
we further suggested that ethnographers should work alongside experts from other disciplines who
ae more skilled & developing the design implications of socid research. In particular, we
recommended a blend of ethnographers, designers, business researchers and technologists, and went
on to describe our own experience of doing ethnography together in such ateam. Our biggest lesson
from this exercise is that the presence of experts from other disciplines transforms the way in which
design ethnography is conducted, and can do so in a way which gimulates the ethnographic
imagination of the whole team.

The ethnographers were affected by the technology, design and business issues surrounding the area
of research. These encouraged them to think creatively about the implications of their findings, and
about how to maximise these in the set-up and andysis of their research. We described a number of
techniques for doing this, used in our own ethnogrgphic study. Its framing was modified through the
selection of an appropriate research topic, the recruitment of participants, the coverage of questions,
the breadth of materids collected, and the incorporation of an explicit discusson of new product
concepts. Its analys's was modified by the use of cregtive debrief meetings, the circulation of user
need and concept sheets, and the generation and testing of design ideas.  These changes dl fuelled
the ethnographic imagination, not only of the ethnographers themsdves, but dso of participants in the
study and of other team members. The latter group were particularly affected by the proximity to
real people and contexts. In effect, their imaginations became grounded in ethnographic observations
rather than in persond speculation or datigtical abdtractions. Whichever way you look & it, the

qudlity of imagination appeared to go up.

Within these effects, we can discern two components of the ethnogrgphic imagination one louder
and more obvious than the other. These correspond to the two values of design ethnography cited by
Sdvador et d (1999). Let us take each of these in turn. Firdt, they say that design ethnography can
reveal user need, and therefore steer technology devel opment towards successful products and away
from unsuccessful ones:

“There are two reasons why design ethnography has something to offer to industry specificaly and
business practices more generdly. The fird is deceptivdly smple — desgning technology thet
consumers want and need”.

In our terms, this contribution is in the imagination of how things might be different in the future
compared with the present. It isthe design part of design ethnography. It rdatesto dl the problems
and opportunities represented in our user need sheets, and to the cregtive solution of those needsin
our concept sheets. We see this as aform of cregtive imaginaion which has the louder voice in
invention. It speaks about substantive needs and opportunities, and suggests new product directions
to business partners.

Second, Savedor et d (1999) note that design ethnography reveds both familiar and unfamiliar
voices and lifestyles to designers of new technology:

“The second reason that design ethnography is so compdling is a little bit more complicated, but
worth understanding. Design ethnography interrupts the divide between work and home. We bring
the voices and lives of the end-user or consumer out of the home and into the business world”.

In our terms, this contribution is in the imagination of how things are today, and dso how current
technology is actudly used. It is the ethnography part of design ethnography, and relates to the
persond influence of the fiddwork and andys's on other members of the team and organisation. In
short it amounts to empathy with the customer; defined as an ability to see the world from their point
of view. Although this assumes a quieter voice in the process of invention and innovation, it is
invaluable in the design of successful products over thelong term. While thiskind of imaginetion will
not tell you exactly where to innovate, it will whisper a sense of what will and won't work in arange
of contexts. The usefulness of this kind of empathic imaginationhas surprised us on our project, by
turning up unexpectedly in areas we haven't sudied. For example, by livingthrough the fieldwork
and discussions on media use, we now seem to have opinions and sengbilities about Indian attitudes
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to other technologies and behaviours. We began to hint at this direct effect of fiddwork materias
and experience on the ingpiration of designers, but want to underscore it here. It means thet there is
an educationd vaue to design ethnography which can go beyond the particular subject of study, by
tuning design senghilities and thinking.

This brings us to our fina point of the paper which is about representation. There is much discusson
in the ethnographic literature of the need for adequate representations of activity from which to
reason about design (see for example the recent panel debate by Blomberg, Robinson, Carrall,

Rodden, Randdl & Suchman 2002). In some cases representations are advocated as the central

output of ethnogrgphy done in a design context (Diggins & Tolmie 2003). In our own work, we
have found that the most useful representations have been those relating to requirements and

concepts rather than to acivities themsdlves, and that they play only a minor role in holding onto the
otherwise flegting products of the imaginaion. What matters more than representation is imagination
itsdlf, for thisis what makes ethnographic data fruitful for design. Furthermore, when ethnography is
done in a multidisciplinary team, representation is only one of the devices that might be used to ad
the expresson and communication of findings within the team, and certainly should not be used to
handover the respongbility of design to others.
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