Isn't 20 seconds a long time?
Huge thanks to the organisers of the Research Fringe Unlimited; it is a long time since I have seen so much energy, enthusiasm, and new thinking all in the same room.  As one of the early members of AQR , where there was a similar attitude, I was brought up in a culture where qualitative research was so much more than just groups and depths.  Much as I have been pleased to see Qual become a ‘proper business’; it has also become much more rigid and unadventurous. The great straitjacket is the costing -every client knows how to evaluate the cost of groups and depths, but how do you cost for anything that falls outside of those limited boundaries?
Effective though the presentations were (and so interesting that 20 seconds is quite clearly too long a time for some people) it would be great to have an event where we can walk the talk, interact and co-create.  Given the amount of talent that was in the room it would be worthwhile to have much more sharing.
Positive psychology is making a big comeback, and there is actually a strong underlying link between the first two presentations. Looking for the positives in products, brands, and experiences is not as easy as it sounds as they become part of the taken for granted and are not so interesting to talk about. Too many people have a nagging little voice in their head, a critical parent, that tells them they're not really as good as they think they are, and leads them to evaluate their lives from a critical standpoint.  So you have to be very creative if you're going to set up a research situation where you want to find out what works well, and build on it.  There is a really great book, called The Solutions Focus, by Paul Z. Jackson and Mark McKergow (Nicholas Brealey 2002) which is a terrific practical manual for working with people and organisations, with many ideas that can easily be adapted to research situations.
How is this connected to the second presentation?  Andrew talked about the need for training in business and development, over and above basic research skills. While training has something to contribute, one of the most effective ways of growing young people is to use coaching. I am continually amazed at Qual researchers in particular, who already have 90% of the skills for coaching, but seem to do too little of it, and in a fairly random manner. This is such a missed opportunity! I hear all the stuff about "we're too busy rushing for the debrief", but how are you ever going to build a business with this short-term thinking?  I suspect that one of the underlying reasons is that people are uncomfortable about giving feedback to each other, especially negative feedback. The connection is that Solution Oriented coaching is a model that can make everyone feel more positive about the coaching process and build up a positive feedback loop.
Now a question for Mark ‘Herd’ Earls. How is it that you have become such a distinctive individual and been able to challenge the thinking of the herd? Yes, we are moulded by our social groups and our culture - but we also reflect that stuff and work with it in our own individual way.  Years ago, I came across a psycho dynamic theory which in essence said that all of our lives are a tension between the desperate need to belong to a group (essential for our very survival) and the need to individuate - to stop ourselves being overwhelmed by the group and develop our own unique potential. By the way, if anyone else has come across this, could you please give me the reference as I have lost track of where this theory comes from?   
I do some formal teaching about research for various qualifications, and I noticed that various textbooks and academics say that one of the main reasons for doing groups is in order to observe group interaction. But it doesn't happen in practice.  Why?
For some long-distant reason we usually recruit people who don't know each other (or pretend to) so all we see is a bunch of people getting to know each other for a few hours.

It's rare to hear of work with peer groups or family groups - the groups which are most influential.  Why -- because they bring a ready-made dynamic that many researchers don't understand, and are scared of interfering with. In fact one of the biggest fears that moderators have is losing “control" - they seem to think it's a bad thing to actually let the group talk amongst themselves!
A final question about direct interaction between clients/agency people and consumers. Why has it taken so long? Why has there been any need for a researcher as a mediator?  Why are the marketeers of goods so distant from the people who buy them?
The sort of experiential learning that comes from sharing a bit of the consumer's life is invaluable but it is also dangerous without a little bit of self-knowledge. If you go out with your own biases and pet theories, you inadvertently ask leading questions and if you don't manage the relationships, you'll be acting on insights that could be flawed. As someone pointed out, revolution is things coming round again, but it should be like a spiral where we can move forward or up rather than just making the same mistakes as we did before. We'll just have managing directors consulting their wives again-and I’ve got a few stories about the kind of disaster that can be.
