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role of “in the moment” research

 Focus groups provide a forum for respondents to report on experiences 
after theyʼve happened.

2
Wednesday, February 23, 2011



role of “in the moment” research

 “In the moment” research captures experiences as they happen.
� Triggers
� Spontaneous thoughts and actions
� Pain points
� Spontaneous reactions to products, environments, experiences 
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Need visual
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streettalk® mobile interviews 

  Using their own phones, respondents 
can send texts, voicemail messages, 
photos, and/or video capturing “stream 
of consciousness” thoughts—when 
and where they happen.

 Ideal for getting “in the moment” 
insights from pre-recruited 
respondents in situations when you 
canʼt, or shouldnʼt, be with them. 
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Media example
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streettalk® mobile interviews 
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Outbound texts prompt responses over 
time.
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streettalk® mobile interviews 
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Inbound:  we provide 
direction; respondents 
respond on their own 
time.
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shop along interviews

 Researchers spend time with a 
shopper, observing their behaviors 
and questioning them for clarification.

 Ideal when you want to understand 
the impact of store displays, 
merchandising, layout, and product 
selection in the retail setting. 
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shop along interviews

 Pre-recruited:  Respondents 
recruited who plan to purchase a 
specific item in the next days/
weeks/months.    Asked to shop 
the store as if a decision will be 
made today.
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shop along interviews

 Intercept:  observe 
shoppers in a particular 
aisle.  Intercept specific 
shoppers after theyʼve 
made a product selection 
and question them.
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mixed-method approach
 360 view
 More units of 

analysis"
 Contextual information
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Questions?

Kathy Doyle
Doyle Research Associates
400 N. Michigan Ave, Suite 1016
Chicago, IL 60611
312-863-7602
kdoyle@doyleresearch.com
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