

















Report.

A final visually appealing report, highlighting
the key results, will be produced and printed.
You will also get the report in a digital format
(PDF) plus a PowerPoint-presentation with
speaker notes for internal presentations.

Example of report from previous ethnographic study
Spring 2010




How can
you use the
results?

The results from this study can be used in dif-
ferent ways throughout your organization. Just
to list a few examples:

¢ Product and service development
What future consumer demands
can you meet already today?

¢ Packaging design
What will be needed to attract the
attention of future consumers?

¢ As a hasis for strategic change
and business development
Is there a need for new strategies?
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join:
The study is aimed at B2C as well as B2B com-
panies in the food and drink industry, that want

to get a deeper understanding of consumer be-
haviors and preferences related to on-the-go.

Costs

The cost to participate per company is:

Co-organizer 70 000 SEK*
Participant 35 000 SEK

(Maximum 2 people per company)

* As a co-organizer you get the possibility to influence
the focus of the study to suit your particular needs, e.g.
a particular product category.

Contact
details

Please do not hesitate to contact us for further
information or to discuss how you and your
company can benefit from this study.

Henrik Ostling

Business Development Manager
070-992 05 54
henrik.ostling@nopicnic.se

Peter Siljerud

Research Analyst

08-586 46 514
peter.siljerud@nopicnic.se



About
No Picnic

No Picnic is a strategic design and innovation
agency based in Stockholm. We work with the
whole innovation process, from research to
concept, service and product development. We
are currently 50 people with different back-
grounds: trend analysts, graphic designers,
product designers, architects, engineers and
strategists. The company was founded in 1993
by a group of industrial designers.

No Picnic Consumer Insight is a department de-
voted to one question: what is going on in the
real world? By using ethnographic methods we
research what real people think and how they

behave. No Picnic has its own global network

of educated field researchers carrying out eth-
nographic consumer research supervised by an
experienced trend analysis team. Based on the
conclusions from the ethnographic research we
generate innovative ideas for future business
development. These ideas are then visualized
by our world-class, awardwinning designers.
By visualizing the ideas we take the conclu-
sions one step further and bridge the gap be-
tween logic and magic.

Examples of product and packaging designs
by No Picnic 1993 - 2010




