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The brief

ÅDevelop multi-lingual handset user guide for seven 

countries to replace country-specific guides

and also toé

ÅEnhance customer experience

ÅReinforce brand image

ÅEncourage adoption of 3G features
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Why 3 commissioned the project

A compelling logistics business case

ÅOne guide

ÅOne box

ÅCentral purchasing

ÅFlexible stock control
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Challenges and objections we faced

ÅñMultilingual user guides are for vacuum cleaners, 

and they will be seen as wasteful of paperò
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Challenges and objections we faced

ÅñMultilingual user guides are for vacuum cleaners 

and they will be seen as wasteful of paperò

ÅñYou canôt condense 114 pages into 10ò

ÅñCurrent guide has high customer satisfactionò

ÅñPeople donôt read user guidesò

ÅñItôs no way to improve customer experience, enhance 

the brand and encourage take up of 3G servicesò
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ÅExisting UK guide offers clear, step-by-step information

ÅExperienced mobile users may only need pointing to 

the óway inô, detail may be offputting

Our ingoing thoughts
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Our ingoing thoughts

ÅExisting UK guide is focused on hardware

ÅShort óadoption windowô and attention spans 

suggest need to focus more on goals



30 March 2007

Ethnographic research
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How it differs from other data collection methods

Usage
What people do

Focus groups
What people say 

they want or do

Surveys
Numbers of people agreeing

Ethnographic research
Real experiences: the context 

for behaviours

Ethnographic research explores 

what people actually do rather 

than what they say they do
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Fieldwork in UK and Italy

Å New customers representing a range of popular handsets

Å Card mapping of handset learning

Å Storytelling

Å Task walkthroughs
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Analysis and modelling




