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Welcome	to	this	months	issue	of	the	Flumeletter.

In	this	Flumeletter,	we	cast	our	minds	back	to	five	years	ago	and	the	changes
to	qualitative	research	methods	that	followed	and,	in	turn,	the	much	desired
return	to	face-to-face	research.	We	have	also	got	our	next	edition	of	our	Team
Spotlight.	Find	out	what	one	of	our	Head	of	Research,	AJ,	has	been	reading,
listening	to	and	watching.

Happy	reading!

The	Campaign	for	Human	Contact

So	much	is	written	and	said	about	advances	and	changes	in	the	world	of
research	–	and	we’re	excited	to	be	on	that	journey,	whether	it’s	harnessing	the
power	of	AI,	new	approaches	to	‘old	faithful's'	like	tracking	and	concept	testing,
or	new-format	deliverables	like	podcasts	and	mood	films.	But	every	so	often,
it’s	worth	taking	a	moment	to	pause	to	reflect	on	the	pillars	of	our	craft,	to
celebrate	what	has	worked	well	for	many	years,	and	–	in	our	opinion	–
continues	to	do	so.

Five	years	ago,	the	world	changed.	Everything	stopped,	and	we	made	an
almost	instantaneous	switch	to	working	through	screens.	Through	necessity,
our	interaction	with	participants	–	the	mainstay	of	any	qualitative	work	–	went
that	way	too.	Zoom	became	the	norm,	and	as	an	industry	we	congratulated
ourselves	for	powering	on	through,	and	embracing	new	ways	of	working.	In
those	strange	times,	it	was	a	joy	to	be	able	to	at	least	attempt	some	form	of
‘normality’.

Since	those	days	of	lockdowns	and	restrictions,	thankfully,	much	of	what	we
knew	pre-covid	has	returned	to	‘normal’,	and	with	it	came	the	ability	to	run	face
to	face	groups	and	depths	again	–	something	we	embraced	with	open	arms.
But	this	now	seems	to	divide	the	world	of	qual	–	with	online	groups	now	being
the	‘go	to’	option	for	some	practitioners,	and	a	preference	for	face-to-face	for
others.
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We’ve	been	mulling	this	over	with	a	number	of	our	clients	recently	(in	the	gaps
between	groups,	of	course!),	and	it’s	never	long	before	frustrations	with	online
groups	come	to	the	forefront…	people	aren’t	that	engaged,	there’s	no	hearty
debate,	interaction	with	stimulus	is	limited…	the	list	goes	on.	Whilst	new
approaches	and	new	technology	have	opened	up	many	possibilities	in	the
world	of	qualitative	research,	using	Zoom	in	place	of	face-to-face	groups	is	not
–	in	our	humble	opinion	-	one	of	them.

We	are	constantly	evolving	and	improving	our	offer	here	at	Flume,	but	we’ve
got	a	keen	eye	on	the	fundamentals	alongside	that.	Let’s	celebrate	the
simplicity	of	insights	gleaned	from	the	powerful	conversations,	tangential
deviations,	off	the	cuff	remarks	and	subtle	exchanges	when	a	group	of
strangers	come	together	round	a	table,	not	behind	a	screen.

We	shouldn’t	need	reminding	of	the	power	of	direct,	immediate,	up-close
conversations	with	real	humans,	when	you	don’t	do	it	for	a	while	you	can
forget.	That’s	why	Flume	are	starting	The	Campaign	for	Human	Contact.
There	are	some	things	you	just	can’t	get	to	without	being	in	a	room	with
someone,	or	in	a	store,	or	in	their	homes.	It’s	not	the	only	way	to	do
things,	but	we’ve	forgotten	it’s	often	the	best.	We’re	going	to	keep
reminding	people	of	that
	

So,	if	you’d	like	to	understand	more	about	the	goals	that	drive	your	category,	or	how
they	can	be	used	to	drive	NPD,	or	how	we	might	monitor	your	brand	health	over	time

incorporating	goals	into	the	model	–	let	us	know,	we’d	love	to	chat	about	it.

	For	more	information,	contact	us	at	hello@flume.group

Team	Spotlights
In	our	next	edition	of	Team	Spotlights	-	where	we	catchup	on	what	our	team	has

been	reading,	listening,	and	watching	-	we’d	like	to	feature	our	phenomenal	Head	of
Research,	AJ.

	

Reading
I've	got	two	books	on	the	go	at	the	moment	"Die	With	Zero"	by	Bill	Perkins	which
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is	all	about	using	as	much	as	your	wealth	as	you	can	to	invest	in	experiences	before
you	die,	that	many	of	us	keep	saving	and	accumulating	wealth	for	too	long	and	forget
to	do	anything	with	it	and	Familiar	Stranger,	a	sort	of	a	memoir	by	cultural	theorist

Stuart	Hall,	but	having	lived	between	Britain	and	Jamaica	it's	equally	a	study	of	what
it	is	to	be	a	post-colonial	immigrant	at	home	in	both	and	neither	of	those	countries.

Watching
I'm	re-watching	both	Buffy	and	Mad	Men	at	the	moment	which	is	a	great	balance
between	powerful	feminist	icon	in	the	former	and	all	of	the	very	real	reasons	they

were	and	are	required	in	the	latter.	I've	also	just	started	the	2023	season	of
Masterchef	Australia	which	is,	in	my	humble	opinion,	far	superior	to	the	UK	version.

Listening
	I	have	John	Glacier	more	or	less	on	repeat	at	the	moment.	I	first	heard	about	her	in
The	Face	last	year	(I'm	very	cool	and	edgy	you	see)	and	her	album	"Like	a	Ribbon"
has	just	come	out.	It's	sort	of	like	nothing	else	I've	ever	heard,	eclectic,	textural,
highly	introspective	-	it's	kind	of	really	calm	and	really	intense	all	at	the	same	time.
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