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Some anthropologist that are a true inspiration

And contribution to consumer research
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Anthropology, senses & future

a PhD in the anthropology of
sensory knowledge within a family .
Found Users Matter, an agency
specialized in innovation .
Write about new methods, a meeting
point between anthropology, design,
and consumer research.

Sensory ethnographies &
ethnographic forecasting

holds a master in visual anthropology
and PhD in social anthropology .
Writer of the famous book 9 pi 6 CgCH
i P UC: aPRI CY
Currently works at Monash University in
Melbourne, Australia where is she is director
of the Emerging Technologies Research Lab

Yo

Multi - sited ethnographies

with also a PhD in anthropology, her
work explores the way in which flavor
consolidated as objects of knowledge,
objects of commerce, and aesthetic
objects, through an ethnographic
approach anchored in the monitoring of
sensory practices in action .
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13th E3S Annual Symposium and General Assembly 2025

More publications from Olivier

Introduction a I'analyse sensorielle et aux études
consommateurs : nouvelles perspectives

Carlos Gémez-Corona & Maud Lellévre-Desmas (Eds.)

New methods in qualitative
research

Current Opinion in Food Science
Volume 60, December 2024, 101226
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How to think about the future of food?
Speculative design and design fiction
applied to consumer research

Carlos Gomez-Corona * * & | Olivier Wathelet 2, Nicolas Minvielle ?
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Methods and Protocols
in Food Science

JIN LAUQUIN - OLIVIER WATHELET

Carlos Gomez-Corona "% "0
Heber Rodrigues £ditors,
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CES ENTREPRISES QUI INNOVENT AVEC LES MAINS
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Studying future food Prototyping
scenarios with Design Fiction

Food Quality and Preference

Volume 21, Issue 5, July 2010, Pages 443-452

Sharing an olfactory experience: The impact
of oral communication

Thierry Baccino °, Daniel Cabrol-Bass b0 =, Joél Candau ©, Candice Meyer %, Tobias Scheer g

Marcel Vuillaume ¢, Olivier Wathelet ©
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Bringing inspiration from anthropologists
Carlos GOMEZ CORONA & Dominique VALENTIN
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Methods in
Consumer Research

New Approaches to Classic Methods

Chapter 5

Using Ethnography in
Consumer Research
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ICentre des Sciences du Goiit et de IAlimentation, Agrosup, CNRS, INRA, Université Bourgogne
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In contrast to quantitative methods, which are concerned with quantifying a phe-
nomenon, qualitative methods aim at understanding this phenomenon in terms
of the meanings it has for the people experiencing it. Qualitative methods classi-

cally used in sensory and consumer science rely on focus groups or semidirected

interviews. Ethnography goes one step further by moving from the lab o people’s
living rooms. It reveals what consumers actually do, rather than what they say

Methads in Consumer Rescarch, Volume 1. https://doi.org/10. 101 6/B975-0-05- 102089-0.00005-4

Copyright © 2015 Elsevier Ltd. All rights reserved
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Using ethnography in consumer research: from observations to insights
Dominique Valentin! & Carlos Gomez-Corona?

! Centre des Sciences du Gott et de ['Alimentation, CNRS, INRA, Univ. Bourgogne Franche-Comté, F-
21000 Dijon, France.

2 dsm-firmenich, Human Insights Department, Neuilly-sur-Seine, France.

Abstract

This chapter describes how ethnography can be used to understand consumer behavior and choice.
Ethnography is an observational method that has been used traditionally in anthropology, but has gained
more and more interest in consumer research, both in academia and industry. As an observational
technique, it addresses the problems linked to the limitations of asking. In this chapter, the authors discuss
a range of approaches, methodological implications, and qualitative analysis of observations and
interviews. One case study of consumer ethnography is described in detail to enable the reader to gain a
better understanding of the process of conducting ethnographies in consumer research, with a focus on
food and beverages. Finally, the new trends that will influence the future of ethnography, such as design
and mobile ethnography, ethnographic foresighting, and netnographies, are briefly described.

1. INTRODUCTION
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SENSORY ETHNOGRAPHIESH FLAVOR CREATION
Non- pﬁ_rticipative
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+ ETHNOGRAPHIC ROUTE

DAY 1
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A Jugos y Sanguches
El Cordano
A Helados
Heladeria Esbari
A Menu Criollo
Brisas del Titicaca
A Pisco
Gran Hotel Bolivar
A Anticuchos y picarones
Tio Mario Barranco

DAY 2

Costa |
norte

A Chicharrones y Camotes
El Chinito
A Supermercado clase media
A Novedad con ingredientes
locales
Ogs gL Ut vlLj
A Casa de la gastronomia
Peruana
A Lonche
La Baguette

DAY 3

A Mesa de consumidores
Directo Marketing

A Comida Criolla
La Red

A Comida Chifa
Mi amigo

DAY 4

A Mercado de Surquillo
A Comida de Mar

La picanteria
A Supermercado Wong
A Pollo ala brasa

O ¢ | n Chickgn

A Emolientes

A Comida de la selva
El aguajal

A Mazamorra y arroz con
leche
Parque Kennedy

dsm-firmenich ese



+ FLAVOR CREATION
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SENSORY ETHNOGRAPHIEY FLAVOR CREATION
Active participations




Relevanceof the barbecue &
secrely

Why' is churrasco | important to Brazilians ?

Regardless of the region, barbecue has very specific emotional and symbolic associations around the act of
sharing a little of your home/intimacy

Barbecue IS about ...

Share with people you LOVE
Being with people you TRUST
Pleasing your GUESTS

Have a moment to RELAX
Showing AFFECTION

Spirit of FRIENDSHIP

North East South East

In general, there is atendency to enjoy without pretension or apparent complications
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- Income consumers

Community voices approach

Studying low

In collaboration with local communities



Go beyond the lab

| T -1 Ci RUI CaAAECCCRO6CDDI
lab

ENVIRONMENT

And the effect of type of
recruitment

WEIRD

Western, Educated,
Industrialized, Rich and
Democratic societies

STUDY DESIGN

In a low-income
environment

Word population is
non-WEIRD

Most people do not exhibit
similar fundamental
cognitive and affective
processes

Henrich (2020)

Lack of literacy of
participants

Cost of
transportation

Digital tools

De Kock and Mademgne (2018)

A People from the
communities

A Effect on the

researcher and its
safety

Gomez- Corona et al., (submitted)

13 dsm-firmenich , Community Voices noodles study (Philippines & Indonesia, 2023)




Studying low - income consumers: Community Voices approach

Sharing valuable insights
To the right persons & institutions

Satiety , energy and health are the main nutrition concerns, in addition to the special needs of children and the elderly.

Shared desire to eat more animal protein

feat ipnrgo p e r:l gafing “ . -
enough to be full, to have It Is Important to eat

strength and energy to do o n e properly; eating to be full,
activities to have strength. Because
our budget is tight, we
mostly eat to have

No specific knowledge of strength even if | know
nut r i rbenefits,sofher than

the generic benefits of nutrition t h a_t _I i S gR00) d
in terms of satiety, energy and healthily, with quality
health ingredients.

14 dsm-firmenich , Understanding the lower - middle class. Taste & Perfume. (lvory Coast, 2021) dsm-firmenich ese
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Netnographies

Exploring the culinary expertise of chefs around the world

With our netnographic approach

Explore the
Ingredients

and \
. €

culinary _
WelUgii gGC. 6EC. allyearlbng CAP | Uz Sg

Styl eS through their social media account.
of the

GgCi Ez C )

We mix qualitative content analysis &
guantitative to identify trending and
niche ingredients, culinary techniques
and combinations.

Use of Al adapted to social media to
identify global & regional culinary
trends.

el Each trend has its own ingredients,

Gourmet Indigenous  trend spotted dishes, and places.

) Interactive culinary dashboards
Europe Americas

ushroom sovete B Explore top used ingredients by

BEST \ Asparagus |IEEE——O Duck msmm 8 i X
restaurants. > = oo Z=0 regons orcounes
Caviar ——— 15 Langoustine mmmm 7
Apple  mmm— 14 Black truffle 6 Most mentioned culinary techniques
Lobster m— 13 Scallop mmm 6 b ChefS
'k\ Milk  ——— 13 Artichoke 5 y
N .
N Langoustine —— 12 Caviar 5
Potatoes e 12 Foie gras 5 Dishes and ingredient pairings
L Beef  mm— 11 Octopus 5
Chicken 10 Rhubarb 5
.. . . Garlic 10 Rice 5
Born digitally , our insights create powerful Pigeon 10 Avocado jmm 4
4

daShboardS. Lemon 9 Chocolate



What did we learn ?
Niche ingredients that spot our attention

We spotted some interesting flavors in the 50 Best
restaurants :

Black sesame | Hay | Lucuma | Tamarind

. o:g
anonarestaﬁ]t

asquerestaurant

f
L
Black sesame Hay smoked Lucuma & Tamarind glaze
sauce mullet Chaco pork chop

Some niche ingredients by the emerging chefs:
Flowers | Green tomato | Onion seeds |Blue algae

P spoonandstable
Icnatalini s E >

#september Duck rillettes with Oysters & Blue algae
green tomato Yuzu miso

16

Black
sesame
tahini

eddiesheps

Blue algae
mIiso
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Hyper local

This trend celebrates hyper -local ingredients and dishes that showcase the unique flavors of specific regions or even neighborhoods . It
promotes a deeper connection to the local food ecosystem and supports small- scale producers .

INGREDIENTS

Emerging ingredients include foraged foods, hyper-local
vegetables and fruits, and indigenous herbs.

DISHES

Emerging dishes include neighborhood -inspired tasting menus
and farm-to-table experiences

WHERE TO FIND AT

Hyper local restaurants tend also to be sustainable gastronomy .
French hyper local (e.g. Alsace cuisine, Cuisine from the Lake of
Annecy, etc.)
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Main cullnary technlques spotted were smoked,
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Chefs can be similar in the ingredients used, or in their culinary techniques.

Correspondence analysis of the culinary techniques of the chefs.

e Griddle

e Baked
To the embers
[ ]

e Infused
Fried L
. e Claire de BOER ‘m Gavin KAYSEN
Jesse BLAKE

n
Carlota CLAVER
® Raw . ° T ° N j e
Grilled o e Darren TEOH |
Ben DEVLIN o SRy
o Flynn MCGARRY Erozen e varun TOTLANI~ Roasted
Juan Luis MERITOe® Luka BALAC  ® Jonathan Wittenbrink ® Eddie Shepherd
Smoked : y ° Glaze .
Toasted e e Randy Rucker 4
{ y Tala BASHMI
@ Sebastian PINZON GIRALDO
" Fermented
Elena REYGADAS
a ® Pickle

o Luca NATALINI

& Luis ARELLANO

Top culinary
techniques
Smoked I

Marinated I
Baked mE—
Fermented IEE—
Roasted IEE—
Frozen I
e Poached Grilled  n—
Raw
Infused
Griddle
Fried
Toasted
Pickle
To the embers
Poached
Glazed

Above the average | Bellow the average
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Table by Bruno Verjus , Paris (10)

Parisian sensation helmed by eponymous self  -taught chef

Table features a long counter designed like a wave that creates private
nooks, plus an open kitchen . You can follow every gesture, see every plating
including the Colours and withess how Verjus gently cooks abalone or
prepares lobster . Every dish has a story : mostly human and always caring.

KEY INGREDIENTS ON THE MENU

Duck Fish Mushrooms

Coriander Cactus Ants' eggs
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Bruno VERJUS



