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Capturing the moment: Qualitative research conference showcases inspiration, innovation
PALM SPRNIGS, Calif. – It’s those moments of breakthrough that researchers live for. Some call it the “ah-ha” moment. 

Louie Gravance of The Walt Disney Company refers to those moments as pure magic. As the keynote speaker of the Qualitative Research Consultants Association (QRCA) 2009 Annual Conference, Gravance encouraged the 250 researchers and research suppliers attending to pause to consider what those magic moments “look like, sound like, smell like and feel like.” Then help create a series of those moments for the client and ultimately the consumer.

What participants in the QRCA conference took away from Palm Springs, Calif. in October was further evidence of what the qualitative research industry will look, sound, smell and feel like as we move into the next decade. QRCA members came from all across the United States, Canada, England, Mexico, New Zealand and several other countries around the world.

Three major themes emerged from the individual breakout sessions: new technologies, new insights and new techniques. Research buyers can be certain that the world’s foremost consultants and practitioners are current on the most innovative ways to achieve their business goals through qualitative methods.

“Qualitative methods are flexible enough to work with any communication tool,” said QRCA member Shaili Bhatt. “We are now running projects with mobile research, assigning the use of text messages and the mobile Web to capture on-the-go experiences and in-the-moment scenarios. These new technologies don’t replace traditional methods, they complement them.

“One specific result of this conference was sharing best practices on how qualitative research methods are keeping pace with today’s technology,” continued Bhatt, the recipient of the organization’s 2009 Rising Star award. “Social networking tools that are becoming so prevalent can perform some exciting online applications to enhance what’s already being done within qualitative research.”

What’s being done in qualitative research is…

· The level of client engagement in the qualitative research processes is increasing.

· QRCA members are utilizing the latest social tools and technology, both in the field and online.


The result? Research has more potential than ever to positively impact a company’s business goals.

A new audio series at www.qrcabreakthroughs.org called “Breakthroughs” is bringing the power and creativity of qualitative research alive online.

Current stories on the site include a qualitative research project that helped a group of doctors and patients understand each other better. In this case, the challenge was to understand how retina specialists and their patients felt about the challenges of dealing with macular degeneration.
Many current techniques in the field are combining new and traditional research tactics.

“In focus groups, for example, we’re combining social media techniques to create respondent communities that are more engaged with the products or concepts we’re researching,” said Ben Smithee, one of the presenting researchers at the QRCA conference. “That engagement the customer can identify with is always our goal. That’s how qualitative research is going to thrive in the next decade.”

QRCA will kick off the coming decade with its Worldwide Conference on Qualitative Research in May, 2010 in Prague, Czech Republic. The conference will be a joint venture between QRCA and the Association for Qualitative Research (AQR) based in the UK.

About QRCA
QRCA (www.qrca.org) is a vibrant global network of qualitative researchers immersed in the most exciting work being done in the field. Our nearly 1,000 global members apply their passion, creativity and experience to help clients tap into the power of qualitative marketing research and successfully apply that research to product development and marketing.
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