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Several weeks ago, we talked about the different projective techniques that can be used to keep respond-
ents engaged (In case you missed it, check it out here: How to Keep Online Respondents Engaged and 
Focused: Projective Techniques). Not only do projective techniques add to respondent involvement, but 
they can also help discern additional information about a respondent’s personality and how he or she 
views the world and the topic at hand. So, we wanted to find out how these techniques might be useful 
when applied to technology. As a follow-up to that blog post, we decided to take a deep dive into some 
qualitative exploratory research to apply some of the techniques we covered in order to further under-
stand consumer feelings toward four cell phone carriers. 

DOWNLOAD FULL REPORT NOW

Read our qualitative report highlighting 
consumer feedback from this agile 

research study.

COMPLIMENTARY 
EXECUTIVE SUMMARY

GUTCHECK REPORT 

This report highlights the GutCheck Instant 
Research Group methodology and is 

free for download from gutcheckit.com 

We wanted to provide respondents with creative tools to allow them to feel empowered to read into 
their own personal analogies for each of the carriers. To guide our qualitative exploratory research, we 
used the following main objective:

THE RESEARCH

Leading up to the projective techniques that we used in the study, we asked several introductory 
questions to understand current cell phone usage, including awareness of carriers, future consideration 
of different carriers, and interest in switching carriers. For this portion of the study, we found that fear of 
the unknown sometimes means consumers just stay with their current carrier. Of course, some people 
said they were genuinely happy with their current carrier, but others mentioned they were reluctant to 
change even if they were, in fact, somewhat unhappy with their current carrier. When considering a new 
carrier, people are typically most concerned with connectivity, and many feel it’s difficult to trust a 
carrier’s coverage claims without proof from someone who uses that carrier. Other aspects that cause 
consumer caution are contracts and the fine print. 

The findings from the initial portion of the study also let us know that there were conflicted feelings 
toward cell phone carriers in general, even for each individual. Furthermore, prior to the projective 
technique exercises, many of the answers brought up similar findings for each brand: each brand had 
positive and negative traits, some respondents felt skeptical of all providers, and others were willing to 
give all carriers a chance. 

THE RESULTS

We use projective techniques! The findings above are precisely why creative exercises can be so helpful in 
reaching the heart of a brand. It’s easy for a consumer to say they feel they pay too much or that 
customer service is poor, but this doesn’t necessarily help us see what’s different between each brand. 
Projective techniques remove a participant’s need to make precise, factual statements about a brand 
and allow things to become even more opinion-based. These types of techniques provide tools to 
describe a brand using something they are more likely to feel genuinely passionate about. 

Through four creative exercises, we were able to uncover subtle, important insights into how consumers 
feel toward these major carriers, including: 

To hear the rest of the story and more on all of the above, download the full report!

SO HOW DO WE DISTINGUISH ONE BRAND FROM THE OTHER?

For each carrier, uncover specific beliefs, attitudes, feelings, motivations, etc., via the following 
projective techniques: personification, third-party projections, image uploads, role-playing.

Which superheroes and villains people associate with each carrier.

What people imagine their friends might say about each carrier’s service.

Which images respondents felt best represented their feelings, attitude, and emotions toward 
each carrier.

The content each respondent would include in a letter to the CEO of each service provider.


